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SERVICE AND SALES EFFORTS at station islands such as this have increased Kellogg Petroleum Products Co.’s oil product 
volume to 18 million gals. yearly; TBA to $250,000. Cast iron pump island permits use of base lighting and easy maintenance 


The Oil Marketer's Role 
In Planning Highways— 


How An Independent Jobber Boosts 
Sales Volume—See TBA News on p.62 | uo > in Series, ». 86 








P installatio,, 


Pump Maintenances 





oe See 29 eal cleaner, moisture free gasoline 


N Erie M-P System with an Erie Dehy- Below we show just 4 of these M-P Dispensers. (Note: 
drator, as sketched above, uses only they need no motor — no pumping unit — no air eli- 

one pump at the storage tank, pumping any minator.) The one motor driven Erie Submerged type 
grade of fuel through the Erie Dehydrator to Turbine Pump at the storage tank is provided with 
remove all entrained water, dirt and rust as automatic air elimination. 
small as 40 microns. You can serve up to : 5 : 
8 M-P Dispensers, each of which costs less, Write for Bulletin 1382, or outline your proposed station 
installs cheaper and operates better and layout for Erie recommendations. 
more economically. Erie Meter Systems, Inc., Erie, Pa. 








ERIE METER SYSTEMS, INC. 


Wain Office and Plant: ERIE, PA. 








“Our Dayton Thorobred Sales 
DOUBLED IN 1951” =i 


Seattle, Washington 
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DUR DAYTON THOROBRED SALES in- 
* crease every year,” says Ken Anderson, Day- 
ton distributor in Seattle since 1937. ‘This 
constant growth in our business is primarily 
due to the consistent, long-wearing quality 
of Dayton’s complete line of passenger and 
truck tires. 





























“For instance, loggers in the area report 
that their Logrock Thorobreds give superior 
traction and don’t cut up on rough terrain. 
Carriers on the long run from Seattle to 
Los Angeles average better than 100,000 
miles with Deep Skid Thorobreds. Dayton 
passenger tire sales get a big boost, too, 
from fine performance. 


“Yes — top product quality explains why 
our Dayton Thorobred sales doubled in 
1951.” 


Coast-to-Coast— Dayton Sales Are Climbing 
Because of Agressive Tire Merchandising! 


A Dayton franchise builds extra profits because 


Ths & * a it includes: 


of a complete line of great @ Strong written guarantees backing every 
Dayton truck tires—each en- 


gineered for a specific type sale 
of service. @ The most liberal local co-operative ad plan 
in the industry 


@ Complete sales and promotional material 


@ Hard-hitting testimonial-type national and 
trade paper advertising 

. . . In fact, Dayton provides everything it takes 

to sell more tires—at a profit! Build your business 

with Dayton. To investigate, write today! 


— 
original COLD RUBBER 
tire! 


passenger DAYTON RUBBER COMPANY, DAYTON 1, OHIO 





A COMPLETE LINE OF PASSENGER AND TRUCK TIRES — EVERY ONE A THOROBRED! 
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THE CARE AND NURSING OF TANK CARS 
















































































Replace the dome cover 


p and outlet cap after unloading 


—you'll save time. 








Another way to get more from your GATX tank cars 


\GSATX7 GENERAL AMERICAN TRANSPORTATION CORPORATION 
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RATT IPaty 135 South La Salle Street - Chicago 90, Illinois 
q District Offices: Buffalo « Cleveland + Dallas « Houston « Los Angeles « New Orleans 
New York « Pittsburgh « St. Lovis « San Francisco + Seattle « Tulsa « Washington 


Export Dept.: 10 East 49th Street, New York 17, New York 





So many people have requested reprints of these cartoon advertisements that 
we are making them available to you for use in your shops. Just write us. 
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Russ Yaze! 
Nashville, Tenn. 


Wilson Frost 
Portland, Ore. 


Cully Fink 
) Columbus, Ohio 


lserman 
Duluth, Minn. 


Ken Morain 
Des Moines, lowa 


“Can | Help You ?” 


From coast to coast, hundreds of jobbers report The Conoco Man helped 
them on the way to bigger business, more profits. And they all say, ‘‘He’s a 
swell guy from a great outfit’, because he’s always on call when you want 


him, but never gives you the high-pressure act. Remember—only The Conoco 
Man has the “Conoco Profit Package’’—filled with more business for you. 


Put the ‘Conoco Profit Package 
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THE 


CON 


or BIGGER BUSINESS 


* * s 


with the Conoco Profit Package 


All over the country, jobbers are changing to Conoco, 
after meeting The Conoco Man and finding out there’s 
money for them in the “Conoco Profit Package’’. 

Why don’t you talk to The Conoco Man? Let him show 
you how the “Conoco Profit Package” can get new custom- 


ers for you . . . help you hold your regulars . 


business you’re missing. 


. . bring in 


A friendly talk with The Conoco Man could mean a whole 
new period of prosperity and success for you. 

Why not get to know The Conoco Man. Call or write him, 
today: Albuquerque, Butte, Chicago, Denver, Fort Worth, 
Houston, Kansas City, Los Angeles, Lincoln, New York, 
Oklahoma City, Salt Lake City, or Ponca City, Oklahoma. 


—etecentis uiy" 


In the front rank with research and develop- 
ment to improve automotive and industrial lubrica- 
tion. Right up front with the finesf in products, 
services, merchandising programs—and a friendlier 
way of doing business. That's Continental Oil Com- 
pany—a leader that can make you a leader in 
your territory. 


Mor 
tron oF 


¥. 
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VAT, 


In the front rank with millions of motorists— 
Conoco Super Motdr Oil and Conoco Gasolines. 
Fine Conoco Products get new customers for your 
dealers, keep them coming back year after year. 
And Conoco’s multi-million-dollar advertising is tell- 
ing the whole country Conoco Super's great “50,000 
Miles—No Wear” story. 


©1952 CONTINENTAL O1L COMPANY 


to work for YOU ! 
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In the front rank for three quarters of a 
century with the “extra” merchandising ideas that 
build business for your dealers. For instance, no 
other oil company offers personalized TOURAIDE, 
the famous trovel service that's tailor-made for 
making friends with motorists. And Conoco credit 
cards mean more business from countless motorists 





gives 
protected service 


aba SERVICE refines the choicest crudes by eliminate all danger of leakage, pilferage and 
the exclusive Heart-Cut Process to produce substitution. Give your drums Tri-Sure protec- 
Koolmotor Oil. And Koolmotor drums are tion, and give your customers proof that you 
sealed with Tri-Sure Closures*—to give quality deliver full quantity and quality every time. 


protection to quality processing. 


Cities Service uses Tri-Sure 
Closures to safeguard its oils and 
greases for the same reason that 
other leading shippers place their 
faith in this proven protection: the 


Tri-Sure Flange, Plug and Seal CLOSURES 


AMERICAN FLANGE & MANUFACTURING CO. INC., 30 ROCKEFELLER PLAZA, NEW YORK 20, WN. Y. 


When you order drums, include 
the specification that always 
pays: “equipped with Tri-Sure 
Closures.” 


*The ‘“Tri-Sure’’ Trademark is a mark of 
reliability backed by 29 years serving 
industry. It tells your customers that 
genuine Tri-Sure Flanges (inserted with 
genuine Tri-Sure dies), Plugs and Seals 
have been used. 


Tri-Sure Products Limited, St. Catharines, Ontario, Canada 
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AHEAD OF THE NEWS 





OIL LABOR PEACE — Industrial relations man- 
agers among the majors will be keeping their fingers 
crossed, but right now they feel the industry can 
expect peace on the oil labor front at least for the 
remainder of the year, or until mid-February, when 
quite a few contracts will expire. In a number of the 
recent, and the few persisting disputes, matters other 
than wages which might themselves have led to work 
stoppages have been resolved, or appear to be in proc- 
ess of settlement, along with the wage question. Thus, 
it is suggested, it is reasonable to expect a period of 
stability—unless the Oil Workers International Union 
decides on some fresh maneuver, or the Wage Sta- 
bilization Board takes some unsettling attitude to- 
ward settlements yet to come before it. 


BLACKPLATE CONTAINER BOOST—Contrary to 
reports from Washington materials experts (see NPN 
May 21, p. 7), some oil industry can users and manu- 
facturers plan to continue the production of black- 
plate motor oil cans with cemented side seams. By 
the use of this type side seam the entire container 
body can be lithographed and therefore, the finished 
can presents a much improved appearance over the 
tinplate soldered can, according to. one oil industry 
container expert. A number of the petroleum pack- 
agers have adopted this can 100% and others are on 
the verge of adopting it, he adds. 


WAGE-HOUR BILL—Chances look practically non- 
existent that the Senate Labor Committee will get 
_around to holding hearings this year on the Connally 
Bill (S. 1703) for exempting petroleum distributors 
from the wage-hour provisions of the Fair Labor 
Standards Act. Among other things, the Senate group 
has been tied down by labor-management legislation 
centering on the steel industry dispute. 


SLOW PROGRESS—Don’t expect any agreement soon 
between the U. S. and Venezuela on a new reciprocal 
trade agreement. There’s still a wide gap between the 
two parties. Venezuela wants the present import tax 
on oil reduced to 5.25c per bbl. and the quota system 
removed. That’s a long step from the present agree- 
ment, which applies a rate of 10.5c per bbl. on crude 
and fuel oils up to a point where those imports total 
5% of domestic crude runs. Then the tax of 21c per 
bbl. goes into effect. 
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THEY’RE OFF AGAIN—During period of general 
refinery strikes, oi] marketing people said some “‘good” 
had come from the strikes, in that retail price wars 
dried up almost overnight. Now, however, in Illinois 
(not Chicago) there are at least two areas where 
dealers are again scrapping among themselves and 
have cut their own margins “to fix the other guy.” 


ACTION OR INACTION ?—Federal Trade Commis- 
sion’s delay in acting on a months-old request that 
it call a trade practice conference of lube oil re- 
refiners has the earmarks of being an FTC effort to 
postpone action on a controversial matter. Some re- 
refiners want a conference to set up trade practice 
standards so that all re-refiners will have to label 
their products as re-refined because four of them 
already have been required to do so. Other re-refiners 
are opposed. Primary refiners are interested only to 
extent that they want re-refined oil labeled as such. 
Caught in the middle, FTC apparently would like to 
let the matter rest where it is and handle each case 
individually as complaints are received rather than 
to attempt group action. 


HEATING OIL TROUBLE?—Some highly placed in- 
dustry sources are apprehensive that a tightness of 
heating oils may develop next winter because of the 
refinery strike. They fear that gasoline stocks may 
be built up for the summer demand at the expense 
of kerosine and the middle distillates. If this hap- 
pens, the industry will face a real challenge in meet- 
ing these fue] requirements by fall. They insist that 
the industry must guard—now—against not having 
adequate supplies for the 1952-53 winter. When the 
strike hit, gasoline was slightly on the tight side in 
Districts 1 and 3 (East Coast and Gulf Coast), and a 
bit on the long side in District 2 (Midwest). But any 
small surplus in District 2 was quickly consumed. As 
a result, supplies are tightest in the Gulf and East 
Coast markets, and still tight in the Midwest. These 
industry sources believe the challenge will be met, but 
only by careful planning now. 


WHITE SIDEWALLS—Although around 30% of all 
new cars are being delivered equipped with white 
sidewall tires, the sales of white sidewalls on the 
replacement market are said to be somewhat less 
than the tire industry expected. 



















Conforms 

to Standards 
... Suitable 

for All Pumps 


In cooperation with the Gas Pump Manufacturers Association, 
and in the interests of standardization in the gas pump field, 
Delco has developed a standard motor suitable for all service 
station pumps. 


This motor is 1/3 h.p., single phase, designed and constructed 
to withstand the rigorous conditions encountered in gas pump 
operation in all climates at all seasons. It conforms to Delco’s 
own high standards of precision manufacture and dependable 
service. Any of the Delco offices listed below will gladly 
supply details. 


DELCO MOTORS 


DELCO PRODUCTS 


Division of General Motors Corporation, Dayton, Ohio 





SALES OFFICES: ATLANTA + CHICAGO + CINCINNATI + CLEVELAND ~- DALLAS - DETROIT ~- WARTFORD ~- PHILADELPHIA ~- ST. LOUIS + SAN FRANCISCO 
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A Cooper Dealer 
doesn’t play 


Sood Fiddle 


here’s a franchise where you come first 


We stand ready and willing to prove our claim—to 
show you why a Cooper dealer doesn’t play second 
fiddle to his supplier. For example . . . 


There are no Cooper-owned stores to compete against, 
Neither are there any pet house accounts to take away 
the big volume business that should be yours. And 
Cooper gives you a protected market with plenty of 
room to expand and grow. There’s no multiple dealer 
distribution to water your sales potential down. 


Cooper believes that a supplier should work for the 
best interest of his dealers—not against them. Cooper 
believes that all of the retail sales and profits in your 


Cooper 


TIRE & RUBBER COMPANY 
Factories at Findlay, Ohio 
TIRES + TUBES * BATTERIES + ACCESSORIES + REPAIR MATERIALS 
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market should be yours—should not be shared with 
your supplier. That's why dealers go ahead when they 
go Cooper. That's why it will pay you to write us today. 






























"MOHAWKS SELL READILY BE- 
CAUSE THIS QUALITY LINE OF 
TIRES 1S COMPLETE... COMPETI- 

TIVELY PRICED... AND BACKED 

BY AN OUTSTANDING ROA 


“MY MOHAWK TERRITORY 
IS PROTECTED...MOHAWK 
NEVER COMPETES WITH 4 i 
ME BY SALES THROUGH 
CHAIN, MAIL ORDER OR 
COMPANY STORES.” 
























from any point of view, a 


MOHAWK 


FRANCHISE 


MOHAWK IS FRIENDLY TO DEAL 
WITH ...IT’S BEEN A FINAN- 
CIALLY SOUND, INDEPEND- 
ENTLY OWNED AND OPERATED 
TIRE COMPANY SINCE 1913.4 


















Write NOW to learn about the advantages 
a Mohawk franchise offers YOU. 


MOHAWK 
SUPER CHIEF 


—the ultimate in 
premium quality 
low pressure tires. 


THE MOHAWK RUBBER COMPANY 


PLANTS: 
AKRON, OHIO + LITTLETON, COLORADO 


EXPORT DEPARTMENT: 1819 BROADWAY, NEW YORK 23, N.Y. 
Cable “Mohawk” New York 


EY. WR cae: 


0 abe Sc 
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WASHINGTON 








Before the 19E2 
oil wage disputes 
are given a final pat of the shov- 
el, it would seem worth while to 
take one more look at the role the 
Wage Stabilization Board played in 
this and in other industry wage set- 
tlements because there may come 
another day when a similar situation 
will arise. 

The board, as you know, was es- 
tablished to stabilize wages to help 
prevent runaway inflation which 
would wreck our nation’s economy. 
There’s no denying, however, that 
the board has wandered far afield. 

A board member, Richard P. Do- 
herty, has summed it up this way: 

“Looking facts squarely in the face, 
wage stab lization can no longer be 
regarded as an _  anti-inflationary 
mechanism. The board, today, is es- 
sentially the designer and the arch- 
itect of the nation’s collective bar- 
gaining and employe relations pat- 
tern.” 

In testimony before a House com- 
mittee, Mr. Doherty pointed out how 
the board had stretched its wage 
formula out of shape by permitting 
all sorts of fringe benefits and then 
went beyond the shapeless formula 
in settling such disputes as the steel 
and oil wage fights. 

Listen to this: 

“Tronically, WSB regulations—and 
their interpretation and application— 
not only impose no limitations on the 
increased cost of fringes, health-wel- 
fare and pensions, but actually setup 
targets and blueprints which encour- 
age greater and greater hidden labor 
costs. 

“It is axiomatic that the consuming 
public must pay for cumulative in- 
creases in labor costs. Higher and 
higher labor costs result in higher 
production costs of goods and serv- 
ices.” 

He said what it amounts to is 
that the government laid the founda- 
tion for a “dog-catching-his-tail” re- 
lationship between prices and wages. 

Regarding wage dispute  settle- 
ments, Mr. Doherty pointed out the 
obvious fact that in reaching settle- 
ment terms, the board isn’t thinking 
about stabilization but about what ac- 
tion it must take to settle or prevent 
a strike. Thus it isn’t a stabilizer at 
all, but a mediator. He said: 
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By Clyde La Motte 


Review of WSB Labor Dispute Record 
Shows It Does More Harm than Good | 


“I am of the opinion that the econ- 
omies of today’s situation fully justi- | 
fies putting wage stabilization in the | 
deep freezer.” 

. 7 . 

With the strikes over, petroleum 
officials can go back to chewing 
their nails over some old problems, 
such as the matter of materials. 

There has been some _ tendency 
among some oil people to feel that 
their materials troubles were over | 
because of the general easing of sup- | 
ply situations in general. 

There are reasons, however, why 
the oil industry will be one of | 
the last to be in a comfortable situ- 
ation. 

First, there’s the fact that the in- 
dustry still has its big expansion | 
program ahead of it, whereas in many 
other industries, expansion has 
passed its peak and is now on the | 
downgrade. 

Secondly, production of some ma- 
terials needed by the oil industry still 
is short. Steel plate, for example, re- | 
mains a hard-to-get item, and oil is 
a heavy user of steel plate. 

The pinch still is on for oil country 
tubular goods and small pipe. And 
copper, used considerably in refinery 
construction, is not out of the woods 
yet. Government officials say cop- 
per will be the last material to become 
plentiful. 

Thus it’s still wise to follow PAD’s 
advice and let your wants be known 
as far in advance as possible. 

> * | 


There’s a story behind the story | 
in the June issue of True Magazine | 
which screamed that the oil industry 
has been duping the public in the | 
matter of motor oil changes and been | 
“strangling” the oil re-refiners for 
25 years (see NPN May 28, p. 20) | 

A few days later, several compan. | 
ies which re-refine oil ran ads in 
newspapers calling’ attention to the 
“expose.” 

Then came the real tip-off: A 
Washington advertising and public 
relations firm ran a gloating ad in 
which it plainly hinted it had planted 
the story with the magazine and indi- 
cating it could do the same for any | 
company or trade association. | 

In other words, you provide the | 
problem and we'll provide the ex- | 
pose! 


EWER-TITE 
The World’s Best 


Quick Couplings 


YOU'RE EVER-RIGHT 
WITH EVER -TITE! 


Ever-Tites guarantee absolutely 


tight hose connections in an in- 
stant; cut loading and delivery 
time; prevent leaks and spills 
Ever-Tites will 


predetermined t ghtness is pre- 


never jam or fail; 


ranticlaM sl iii eIViatals MMailelal hielo 
y constructed of fi- 


nest materiais t 


ture. Rugged 
last indefinitely 
even in the 
Made in all 


leading equipment 


hardest service 
Stocked by 
eiRtiaiolthicla’ 
everywhere 

Ever-Tit ' trademark “te 


the « ty and quality 


proved rmance in the 


EVER-TITE 
COUPLING CO. 

















“WHAT! youre getting an oil change... 
without having your filter checked [// $ 


Bert’s dumbfounded... and no wonder! 














Today—thanks to Purolator magazine and dealer 
display advertising—thousands of motorists 
automatically get fresh refills with every oil change. 
In fact, according to a recent nation-wide survey, 

9 out of 10 buy when they’re shown a dirt-clogged 
filter, told the harm it can do an engine. 


What’s more, motorists are buying Purolator 


Micronic* when they’re shown how it traps more 
dirt faster—helps the oil do a better job. . 


“Purolator—the line to push.”’ Suppliers and dealers 
agree: Every car with an oil filter (any make) can 
be sold at least two—often more—Purolator* 
Micronic refills a year; every Purolator refill sold 
sells an extra quart of oil! 


So . . . stock to sell every car that calls... 
Purolator—No. 1 with everyone! 


REMEMBER... First, last, and all the time 
— Purolator is No. 1. . . with everyone! No. 1 
in the way it’s built! No. 1 in the way it’s 
advertised — nation-wide without letup! 


PUROLATOR PRODUCTS, INC. 
Rahway, New Jersey, and Toronto, Ontario, Canada 
Factory Branch Offices: Chicago, Detroit, Los Angeles 


*Reg. U.S. Pat. Off. 


LATOR oie 


(ENGINEERED FOR d EVERY MAKE OF CAR ) 














SUPPLY AND DEMAND 








Strikes Tighten Oil Product Supply, 
But Industry Still Meeting Demand 


The oil industry did a good job 
of rolling with the punch that labor 
strikes threw at its supplies. 


With practically all struck refin- 
eries back on stream, the industry 
has avoided shortages, and product 
tightness in some areas is the princi- 
pal effect of the strikes. Some oil men 
are worried about shortages next 
winter, as an aftermath of the strikes, 
but others predict no serious danger. 
Struck refiners now face the job of 
making up lost production. 

An NPN spot survey shows getting 
gasoline to customers in parts of the 
Midwest was the biggest problem 
the strikes produced. Midwest refiners 
continue to wrestle with the task 
of bringing jobber gasoline storage, 
plus their own, up to normal. 

An official of one large oil com- 
pany said this week the supply situa- 
tion in the Midwest was still “close” 
in some areas. “There was no public 
panic,” he said, “during the strike, or 
afterward. Had there been, it would 
have exposed our really desperate 
position in some areas. As far as our 
own company is concerned, it was 
fortunate that gasoline demand slack- 
ened noticeably at retail once re- 
finery strikes began to be settled.” 

Although Midwest rural districts 
in many cases were harder hit than 
urban areas, a wide check revealed 
no actual shortage. Some service sta- 
tions in farm communities were out 
of regular-grade gasoline, but sta- 
tions kept motorists’ cars going with 
premium. 

Mid-Continent Picture — Gasoline 
this week was in good supply in the 
Mid-Continent, although somewhat 
tighter than before the strikes started 
May 1. Refiners said withdrawals of 
gasoline at northern pipe line ter- 
minals were falling off, because farm- 
ers and other consumers did a lot 
of “scare” buying, and were using up 
the product they bought during the 
strikes. 

Most of the smaller refiners con- 
tinued operating during the strike pe- 
riod, and many are still behind on 
gasoline shipments. But, now that al- 
most all plants are again operating, 
it is hard to sell gasoline in the open 
market. 

Distillates and residual remain 
plentiful in the Mid-Continent, with 
demand light. Labor trouble in the 
steel industry has cut residual de- 
mand, and this is not the season for 
light oils. 

East Coast — The oil strikes had 
the effect of tightening supplies of 
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most products along the Atlantic 
Coast, particularly because of reduced 
shipments from the Gulf Coast, where 
strikes hit hard. Premium gasoline 
was one of the tightest products. 

Gulf Coast supplies of gasoline, 
kerosine, and No. 2 fuel oil were 
tight, with refiners themselves join- 
ing East Coast and export buyers in 
the search for product. 

Plenty of Oil—One industry man 
who saw no danger of shortages next 
winter was Ernest O. Thompson, of 
the Texas Railroad Commission. He 
said the large stocks of crude oil and 
products above ground in the U. S. 
indicates a need for further cuts in 
Texas oil production. He summed up: 
“We have oil and gasoline up to our 
ears.” 

Mr. Thompson noted fuel oil cus- 
tomers need not fear any shortage 
next fall, since the industry is flexible 
enough to make up for ground lost 
during the strikes. He saw a gasoline 
surplus as a greater threat. 

He quoted May 17 stock figures 
showing crude at 281,781,000 bbls., up 
37,000,000 from last year; gasoline 
155,000,000 bbls., up 9,000,000; kero- 
sine 18,546,000, up 1,525,000; distil- 
lates 51,274,000, up 3,422,000; and re- 
siduals 38,526,000, up 1,535,000. 

Texas “allowables” on June 1 will 
be about 250.000 b/d below the peak 
of March 19&2. Some buyers urged 
the Commission to make even greater 
reductions for June. Another hearing 
is scheduled for June 18. 

Demand Hike Forecast — Over-all 
oil demang during 1952, domestic and 
foreign excluding Russian, will be 
about 7%, or in excess of 750,000 b/d, 
above the 19&1 average, Eugene Hol- 
man, president of Standard Oil Co. 
(New Jersey) predicted at the com- 
pany’s annual: shareholders meeting 
May 28. 

He called for care to avoid “sel- 
fish nationalistic approaches to some 
of our own problems,” suggesting the 
U. S. should increase, rather than de- 
crease, oil imports. Increases in such 
private trade certainly seem prefer- 
able—-both to U. S. and affected for- 
eign countries—to increase in for- 
eign aid grants by our government, 
Mr. Holman said, adding: 

“Let me make it clear that I do not 
think we should hurt our domestic 
economy or security by a flood of un- 
needed goods. Nor should we expect 
any one industry to bear the brunt of 
increased imports. But, it seems plain 
that imports, within reason, are nec- 
essary in promoting international 





























































goodwill and in achieving a better bal- 
ance of payments situation. Exces- 
sive protection should not be given 
to domestic groups—no matter how 
vocal—at the expense of our nation’s 
over-all interests.” 

Lid on Navy Reserve—Qualified 
military sources say there is no pos- 
sibility that the Navy will open up 
the Elk Hills, Calif., oil reserve in the 
forseeable future. 

A spokesman said proponents of 
pushing the present 6,000 b/d pro- 
duction up to an estimated 100,000 
b/d did not “prove a case.” 

It was emphasized that approval of 
the Defense Department would have 
to be predicated on a showing that 
there is a shortage of oil. The mili- 
tary source said that, both worldwide 
and domestically, there is no such 
shortage. 

“Why should we deplete our re- 
serve in the face of adequate sup- 
plies elsewhere?” he added. 

The military, it was understood, 
believes that the p'pe line between 
Edmonton, Alta., and Vancouver, 
B. C., will solve the present tight 
West Coast crude supply problem 
when it is finished, thus relieving 
transport difficulties in moving crude 
from Gulf. 

Navy Special Lag—tThe military is 
still worrying about supply of Navy 
Special fuel oil. Armed Services Pe- 
troleum Purchasing Agency reports 
it is critically short of bids to meet 
estimated demands for the second 
half of this year. The lag in offer- 
ings reportedly totals 11 million bbls. 

Right now the military is waiting 
congressional action on appropria- 
tions before working out a definite 
program for getting the Navy Spec- 
ial it needs, Petroleum Administra- 
tion for Defense may be asked to 
step in. 

1st Quarter Report—cCrude runs to 
stills averaged 6,650,000 b/d (includ- 
ing foreign runs of 479,000 b/d) dur- 
ing the first quarter, 1952, an increase 
of 2.4% over the corresponding 1951 
quarter, according to Bureau of 
Mines. 

It also was reported that total de- 
mand for all oils averaged. 8,103,000 
b/d in the first quarter, including ex- 
ports of 404,000 b/d and domestic de- 
mand of 7,699,000 b/d. Compared 
with the first quarter, 1951, total de- 
mand was 4.7% greater, exports 
39.8% higher and domestic demand 
up 3.4%. 

Bombay refinery planned by Stand- 
ard-Vacuum Oil Co. will have a ca- 
pacity of 25,000 b/d instead of the 
19,000 b/d announced earlier. The 
company said also that the $35 mil- 
lion plant, to be located on Trombay 
Island in Bombay Harbor, may be 
ready for operation several months 
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FRAN: JEST 


Actual Laboratory Tests Prove: 


Fram Traps More Dirt than all other popular brands tested! 


— 








Yes, conclusive proof that Fram Filters Best! 























This outstanding performance 
means outstanding sales 
for your TBA program 


OIL * AIR * FUEL * WATER 


LEE 


WRITE FOR DETAILS on Fram’s complete TBA proposition. 
No obligation, naturally. Fram CorRPoRATION, Providence 16, R.I. 
In Canada: J. C. Adams Co., Ltd., Toronto, Ontario. 


JUNE 4, 1952 


The chart above shows the results of 
scientific laboratory tests when Fram was 
tested under identical conditions with 
other popular brands. And these tests 
prove FRAM FILTERS BEST! 


FRAM SELLS BEST, too. The Fram C-4 is the 
largest selling cartridge in the world. And 
a powerful Fram advertising program 
based on proof of performance insures 
continuing leadership. 


Make 3 Big Extra Profits with Fram in your 
TBA program .. . (1) from Fram Cartridge 
Sales, (2) from the extra quart of oil your 
dealers sell with every cartridge change, 
(3) from the other TBA items sold when 
they get under the hood with Fram. 








Hiit-lautelte 
helps you sell 


more fan belts... 


more radiator hose 


Thermoid not only gives you the best in merchandise, but 
follows through with the best in merchandising. Yes, from 
Thermoid you get the kind of sales helps and promotional 
ideas that will help you get your share of the big market for 
fan belts and radiator hose! 


Thermoid is large enough to handle any production require- 
ment; yet small enough to assure all accounts of close personal 
supervision. And Thermoid guaranteed top-quality—under 
your own brand name if you desire—is your assurance against 
customer complaints and costly come-backs. 


Remember this. . . 


Thermoid Fan Belts are pre-stretched! This means lasting 
fit ... longer, more dependable service. What’s more, the 
Thermoid line is arranged to provide maximum coverage with 
a minimum of fan belt inventory. 


Thermoid Redi-Curv Hose is the finest universal radiator hose 
available. Its patented, spring-wire construction makes instal- 
lation easy, even in tight places . .. means a minimum inven- 
tory takes care of a wide range of applications. 


Give your dealers an exclusive quality line. Write now and 
find out how Thermoid can help you sell more fan belts and 
radiator hose. 


hermol 


Fan Belts, Radiator Hose, Heater Hose 





Brake Linings ° Clutch Facings 
Hydraulic Brake Parts and Fluid 


Thermoid Company « Special Sales Division + Trenton, N. J. 
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SUPPLY AND DEMAND 





ahead of the 1956 date first antici- 
pated. 

A new marine bunker terminal has 
been opened at Las Palmas, Canary 
Islands, by Standard Oil Co. of Spain, 
S. A., an affiliate of Standard Oil Co. 
(New Jersey). It will be one of the 
principal fueling stations for vessels 
in European trade. The new installa- 
tion replaces leased facilities. 

Agreement to import crude oil from 
Soviet sources, probably from Roman- 
ian fields, is reported to have been 
reached by Israel following a British 
refusal of more credits to purchase 
British-owned crude oil, according to 
foreign office sources in Jerusalem. 


. Gasoline consumption estimates for 
February (29-day month) for 41 
states and the District of Columbia 
were reported by API (figures in 
thousands of gals., with comparative 
figures for February, 1951, a 28-day 
month) : 


Feb. Feb. % 

1952 1951 Change 
Alabama .. 51,742 45,181 +14.5 
ASHORE bcc ccess 24,118 19,944 + 20.9 
Arkansas ....... 32,271 33,005 — 2.2 
Colorado ....... 39,049 31,637 + 23.4 
Connecticut .... 41,873 37,487 +117 
Delaware ...... 8,177 7,188 + 13.8 
Dist. of Columbia 16,439 15,236 + 7.9 
Florida ......... 96,412 83,195 + 15.9 
Georgia 71,060 62,608 +13.5 
Pere ee 171,731 154,193 +11.4 
Indiana ......... 107,215 88,190 + 21.6 
D pétuseecice Se 55,970 +18.3 
Kansas ......... 61,781 47,929 + 28.9 
Kentucky ....... 48,953 38,735 + 26.4 
Louisiana ....... 48,012 42,349 +13.4 
Maine .......... 15,051 14,587 + 3.2 
Maryland ....... 46,153 39,379 +17.2 
Michigan ....... 151,264 136,481 +10.8 
Minnesota ...... 62,097 56,336 +10.2 
Missouri ........ 99,484 81,911 +21.5 
Montana ........ 14,337 11,081 + 29.4 
Nebraska ....... 33,090 29,642 +11.6 
SEED cvn'cdwens 5,743 4,986 + 15.2 
New Hampshire. . 9,207 8,789 + 4.8 
New Jersey ..... 116,209 95,041 + 22.3 
New Mexico .... 21,044 17,858 +17.8 
New York ...... 204,235 188,359 + 8.4 
North Dakota ... 11,257 11,423 — 1.5 
Ohio «+++. 178,148 155,584 +14.5 
Pennsylvania ... 178,159 157,020 + 13.5 
Rhode Island ... 13,210 12,672 + 4.2 
South Carolina .. 48,009 37,053 + 29.6 
South Dakota ... 16,784 16,809 — 0.2 
Tennessee ....... 61,237 49,307 + 24.2 
eee 298,355 255,575 + 16.7 
ME davies acess 17,286 15,595 +10.8 
Vermont ........ 6,665 6,070 + 9.8 
Virginia 72,750 61,655 + 18.0 
Washington ..... 51,036 49,479 + 3.1 
West Virginia ... 32,182 26,627 + 20.9 
Wisconsin ...... 71,087 62,461 +13.8 
Wyoming ....... 9,337 8,141 +14.7 


Synthetics from Coal—“Further re- 
search and new concepts and proc- 
esses will be required before the eco- 
nomic conversion of coal into liquid 
fuels can become a reality,” Joseph 
Pursglove, Jr., vice president, re- 
search and development, Pittsburgh 
Consolidation Coal Co., told New 
York Society of Security Analysts. 

However, present evidence is such 
to cause “many of us to believe that 
it will become economically feasible 
by 1960,” he declared, adding that 
this offers possibly the largest mar- 
ket opportunity for coal. Assuming 
that by 1960 liquids fuels demand 
will be such that 10% of it will be 
supplied from coal, about 180,000,000 
tons of coal a year would be required, 
he pointed out. 
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HATHANODE 
POLY-RED 
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POLYSTYRENE PLASTIC 
MONOBLOC CONTAINER 


Kathanode Poly-Red — another in a long line of firsts developed by 


Gould-National — features a new red polystyrene container molded 


in the same manner as the containers used in today’s advanced aircraft. 











IS STRONG — more than twice as strong as ordinary 
battery construction. 


iS A NEW LIGHTWEIGHT CONTAINER — 
specially designed to offer more starting power per pound. 


IS TOUGH — overcomes failure due to chipping and 


cracking. 

iS ACID RESISTANT — completely unaffected by 
battery acids. 

iS HEAT AND COLD RESISTANT — does not be- 
come brittle in sub-zero weather — will not warp in 


extreme heat. 


HAS GLAMOUR — the one quality depended upon 
more than any other to move today’s merchandise. Poly 
Red is the brilliant beauty of the battery industry, and it 
performs in keeping with its good looks. 
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WAYS BETTER 


NEW POLYSTYRENE 
PLASTIC COVERS — better 
construction — greater pro- 
tection against leakage 
with new acid seal. 























NEW MONOBLOC POLY- 
STYRENE CONTAINER— 
strongest, lightest, toughest 
automotive container built. 








_ 62% MORE ELECTRO- 
LYTE ABOVE PLATES — 
for reserve capacity. 





NEW SEPARATOR TOP 
PROTECTOR — reduces 
spray and loss of electro- 
lyte. Guards against exter- 
nal damage. 





ee NEW BiPLAK SEPARA- 
aS TORS — plus spun glass 
ALLOY AND GRID DE- power retention mats — the 
SIGN — greatly increases modern way to insulate 


battery life — greater con- @ storage battery. 
ductivity — more power. 





NEW KATHON GRID 


PLUS FAMOUS TELEVEL VENT PLUGS THAT TELL WATER LEVEL AT A GLANCE 
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STILL ANOTHER 


GOULD-NATIONAL 
FIRST 


There is a Gould-National factory within overnight shipping 
distance of 95% of America’s motoring public. 











Kankakee @ | r ‘ 
~ @ Reek island . 


ONLY BUSINESS [7 Rantinaton , 
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1S BUILDING 
BETTER BATTERIES 





GOULD-NATIONAL BATTERIES, 1NC.— 


E-1200 ist National Bank Building, Saint Paul 1, Minnesota 


FACTORIES: Atlanta © Calgary e Chicago e Dallas © Depew e FortErie « Huntington e Kankakee 
Kingston e Leavenworth e Los Angeles e Lynchburg Marlboro e Memphis e Monroe e North Bergen 
Rock Island @ St. Paul e Trenton e West Salem e Zanesville 
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GOULD-National 


BATTERIES, INC. 
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WOULD YOU BELIEVE THAT THE AVERAGE AGE 
OF THE CARS NOW IN USE IS 6-'/2 YEARS ? 
THESE AUTOMOBILES REPRESENT A LOT OF 
TBA BUSINESS FOR THE MORE THAN 200,000 
SERVICE STATIONS THAT ARE CONSTANTLY 
BUILDING TBA SALES BECAUSE OF THEIR CuS- 
TOMER CONVENIENCE. NATIONAL PETROLEUM 
F NEWS CAN REPRESENT A LOT OF TGA BUSINESS 
FOR YOU IF YOU'RE SEEKING TO REACH THE 
MAJOR OIL COMPANIES AND INDEPENDENT OIL 








TIRES, BATTERIES AND ACCESSORIES WiLL 
RING SERVICE STATION CASH REGISTERS TO THE 
TUNE OF AN ESTIMATED $1,121,332,878 THIS 
YEAR. THAT IS A NATIONAL POTENTIAL OF 20.2% 
OF SERVICE STATION 
. GROSS SALES...816 
~ -@ BUSINESS FoR THE 
OlL COMPANIES AND 
JOBBERS (MOST OF 
WHOM ARE NAT- 
1ONAL PETROLEUM 
NEWS READERS) 
WHO WILL SUPPLY 
THESE TBA ITEMS. 




























JOBBERS WHO SUPPLY THESE SERVICE STATIONS. 


TIRE TROUBLES WERE RESPONSIBLE FOR 
10,054,000 OF THE SERVICE CALLS REQUIRED 
BY CAR OWNERS LAST YEAR. TIRE BREAKOOWNS 
RANKED SECOND ONLY TO BATTERIES AS THE 
CAUSE FOR CAR FAILURES, AND WHILE THE ABOVE 
FIGURE SOUNDS LARGE, IT REPRESENTS ONLYA 
FRACTION OF THE TIRE REPLACEMENT MARKET, 
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IN 1896, THE FIRST PNEUMATIC AUTOMOBILE 
TIRE EVER OFFERED FOR SALE WAS MADE IN 
AKRON, OHIO AND INSTALLED ON A WINTON-TWO- 
SEATER. THIS YEAR IT 1S ESTIMATED THAT THE 
TIRE REPLACEMENT MARKET WILL EXCEED THE 
FIFTY MILLION UNIT MARK. ABOUT SO PER 
CENT OF THESE TIRES AS WELL AS BATTERIES 
AND COUNTLESS OTHER ACCESSORY ITEMS ARE 
BEING SOLD THROUGH SERVICE STATIONS. 


gi 
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“OON'T UNDERESTIMATE THE 
EXTREME IMPORTANCE OF 
THE SERVICE STATION ASA 
MERCHANDISING OUTLET 
FOR TIRES, TUBES AND 
OTHER TBA ITEMS. WE 
KNOW THE VALUE, TOO, 
OF NATIONAL PETROLE- 
UM NEWS AS THE MOST 
EFFECTIVE MEANS OF GET- 
TING OUR ADVERTISING 
MESSAGE To THE O1L COM- 
PANIES AND INDEPENDENT OIL 
JOBBERS WHOM THESE SERVICE 
STATIONS LOOK TO AS THEIR SOURCES 
OF SUPPLY; SAYS W. A.(BILL) GREEN, 
MANAGER, SPECIAL ACCOUNTS SALES, ASSOCIATED 
TIRE AND ACCESSORIES DIVISION 8.F. GOODRICH CO. 
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EXTRA COST! 


Look closely! There’s money in this tread . . . 
more tire sales, volume, profits for you, For 
while this great new Norwalk “Safety Sipe” is 
designed to deliver premium protection, it’s 
priced to appeal to today’s economy-minded 
buyer. 


Here’s a tire you'll be proud to offer your 
customers... It’s a safe, dependable, pre-tested 


tire... backed by the resources of one of Amer- 
ica’s biggest manufacturers and unconditionally 
guaranteed against all road hazards. 


If you are a petroleum marketer eager to 
expand your service and sales opportunities, 
Norwalk’s new and complete line of passenger 
and truck tires is made for you. For details of 
one of the most attractive tire opportunities 
ever offered, write today to: The Armstrong 
Norwalk Rubber Corp., Norwalk, Conn. 


UNCONDITIONALLY GUARANTEED 
AGAINST ALL ROAD 


HAZARDS! 


Plants at Norwalk and West Haven, Conn., Natchez, Miss. and Des Moines, lowa 
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Cash 


ON THE BIG 
TUBE REPAIR 
SEASON 


Profit with the Best Buy in Tube Repair 
Service—used by over 100,000 Service Stations 


Recommended by all leading 
tire and oil companies and 
approved by ‘Underwriters’ 
Laboratories, Inc. 


ss DILLECTRIC soca paren reir 
Includes materials for over $100 worth of Tube Repairs 


ONLY $1783 


COMPLETE 


Best for you — best for your customers! That’s Dillectric. It’s 
the tops in quick, easy, safe tube repair service that is paying 
off so profitably for over 100,000 service stations. With Dillec- 
tric you simply apply a ready-prepared Speed Patch, attach the 
electric heating unit, and flip down the pressure arm lever. 
Automatically Dillectric gives exact uniform pressure, exact 
vulcanizing time for a perfect, permanently safe repair. This 
is the modern method —a real money maker for you. Cash in 
on the big hot weather tube repair season by ordering your 
Dillectric Outfit, now! 


THE DILL MANUFACTURING CO. 
700 E. 82nd ST., CLEVELAND 3, OHIO 





ere are _@ reasons why 


SENSATIONAL NEW KIND OF ADVERTISING WILL 
BRING CUSTOMERS DIRECTLY TO YOUR DOOR! 


Get Extra Sales and Profits from 
Western Union Operator 25.... It’s easy! 


Today, more than ever before, car owners need and want an accurate battery charge and 
condition test. AAA reports more than 10 million car breakdowns in 1951 were caused 
by battery failure. And now Willard Dealers can provide a quick, accurate test that car 
owners can understand. Over 73 million sales messages in Willard national advertising 
will feature this battery charge and condition test in a big way. And every single 
message will urge car owners to locate their Willard Dealer by Calling Western Union 
and asking for Operator 25. 


PUT WESTERN UNION OPERATOR 25 TO WORK FOR YOU! 
Willard Foots the Bill. ..Costs You Nothing 


@ Use this great new 
Willard service to help 
you sell more batteries 
and other under-the- 
hood products and serv- 
ices. Contact your Willard 
Distributor right now 
... delay can cost you 
extra profits. If you don’t 
know your Willard Dis- 
tributor, fill out coupon 
on right-hand page and 
mail it today. 
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you can make more money 


selling Willard ! 


It’s easier to sell Willard because more car owners 
prefer Willard than any other battery! 


Year after year, Willard has supplied batteries to more 
manufacturers for original equipment than any other 
battery maker... and will again in 1952! 


In the complete Willard line you have a battery for 
everyone — retail prices start at $17.50. 


50 years and 100 million batteries have proved Willard 
the world’s most dependable battery. 


Mail Coupon below 
fend me) FACTS FOR weer 


Willard Storage Battery Co., Dept. C-6 
1220 Huron Road, Cleveland 15, Ohio 


FACTS FOR DEALERS 


Willard Storage Battery Co., Dept. C-6 
1220 Huron Road, Cleveland 15, Ohio 


Yes, I would like all of the reasons why I can make 
more money as a wholesaler for Willard Batteries, in- 
cluding profit a figures specifically covering 
my own particular territory. 


Yes, I would like all of the reasons why I can make 
more money selling Willard Batteries. 
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ADDRESS_____« ADDRESS 








CITY ZONE___ STATE____ 





CITY ZONE___STATE 








“T turn ‘hoppers’ 
yay into ‘steadies’ with 
peg Certified Air Service” 








Schrader Airline Equipment... 


Keep your airlines profit lines! 


“I show my customers that proper tire inflation . . . according 
to the industry-endorsed heat build-up formula . .. can help 
him get all the extra miles out of his tires. My customers are 
impressed. They like this special service so much they change 
from ‘once-in-awhiles’ to ‘steadies’ ... and steady customers 
mean that I get all their business instead of just a share of it.” 
You, too, can build business with Schrader Certified Air 
Service. This practical idea in sales-through-service is catching 
on fast with alert dealers. Get set now. Start by “tuning up” 
your air service equipment. Is it checked at least once a week 
for gauge accuracy? Need an extra line or two? Ask your 
supplier for Schrader Products ... and full details about 

A. SCHRADER’S SON 

Division of Scovill Manufacturing Company, Incorporated 
BROOKLYN 17, N. Y. 

















FIRST NAME IN TIRE VALVES 
FOR ORIGINAL EQUIPMENT AND REPLACEMENT 





REG. U. S. PAT. OFF, 
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Globe-Union Posts 


help make your customers “battery happy” 


. we ae | 





prevent acid spilling over 
—protect adjacent vehicle 














PEBBLED SURFACE 
and staggered con- 
struction of inter- 
locking V-shaped 
grid bars hold swu- 
peractive oxides in 
place — assure 
longer life. 














ONLY GLOBE BAT- 
TERIES have rubber 
bushings on all posts 
— sealing covers for 
the life of the battery. 
This shock-proof construction elimi- 
nates cover breakage and chipping 
away of sealing compound . . , avoids 
snapping of terminals. Exclusive design 
permits use of full-size posts below the 
cover. Plate life is extended because 
of reduction of vibration — assuring 
GLOBE customers of the most for their 
battery dollar. 










HIGH - POROSITY sepa- 
rators permit quick 








: 3 If it's engineered and made 
S| by Globe Union—it's RIGHT 
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CHEMICALLY SET 

promote more 
power, prolong bat- 
original equipment and for mass mer- tery performance. 


Globe-Union builds quality batteries for « 
chendising under the trode names of Devi 








GLOBE SPINNING POWER and leading 


private brands. 
GLOBE-UNION INC. suwavxces, wisconsin 


Battery Production Plants At: ATLANTA, GA. © BOSTON, MASS. © CINCINNATI, O. © DALLAS, TEXAS © EMPORIA, KANS. ® HASTINGS-ON-HUDSON, 
N. ¥. © LOS ANGELES, CALIF. © MEMPHIS, TENN. © MINERAL RIDGE. O. © OREGON CITY, ORE. © PHILADELPHIA, PA. © REIDSVILLE, N. C. 
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DO YOUR PUMPS 


DRAW CUSTOMERS 
AS WELL AS GAS? 


Bright DULUX-finished 
pumps attract customers 
to your station... reflect 
expert, progressive service 


Today, with over 187,000 filling stations 
competing to serve the nation’s motorists, 
it’s an inviting appearance that can make 
the difference between gaining or losing 
a sale. And you can be sure that bright, 
snappy pumps and buildings will reflect 
the expert service a traveler has the right 
to expect. 


To give their equipment that extra 
touch of smartness, more and more alert 
station operators are turning to Du Pont 
DULUX Enamel. DULUX Colors hold 
their brilliance for months . . . resist weath- 
ering, oil and gas spillage, hard knocks... . 
sparkle after every wipedown. And lighter 
maintenance problems and costs are a 
DULUX bonus. 


So give your station that eye-stopping 
appearance that leads to more sales. Spec- 
ify Du Pont DULUX Enamel for all your 
maintenance painting. 

E. I. du Pont de Nemours & Co. (Inc.) 

Finishes Division, Wilmington 98, Del. 


~~» 
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Free 


DULUX 


ENAMEL 


CHEMICALLY ENGINEERED 
TO DO THE JOB BETTER 
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Saari : 
New 32-page book shows benefits of 
DU PONT COLOR CONDITIONING. 
A scientific interior painting plan is fully de- 
scribed and illustrated in a new book which suggests 
many ways color can be put to work in your sales 






ms, rest rooms, etc.—at no extra cost. Send for 
your free copy today! 


Finishes Division, Dept. NPN-6, Wilmington 98, Delaware 


Please send me, at no cost, the new Du Pont Color Condition- 
ing book. 


Name 





Title 





Firm 


Address 








City and State 





NATIONAL PETROLEUM NEWS 

















‘Big New Ad Push On 
RICHFIELD 





GASOLINE 


Sensational MILEAGE Story in 
Eye-catching Ads Brings “em in 


Today, more than ever, car own- 





ers want long mileage that can 
save them money! That's why 
Richfield’s timely new campaign 
' on 101 Gasoline is winning so 
many new customers for Rich- 
field. Eye-catching ads in hun- 
dreds of newspapers are telling 
motorists how Richfield 101 Gas- 
| oline is enriched with over 101 
different hydrocarbons for TOP 
MILEAGE to save them money. 


Aggressive Advertising Supports Independent Distributors 





Richfield offers Independent Dis- —_ out dictation. If you are an Indepen- 
tributors “big company” advantages —_ dent Marketer in an eastern state, get 
— aggressive advertising support... the facts on a Richfield franchise. 
skilled marketing assistance...with- | Phone or write us today. 


RICHFIELD 


OIL CORPORATION OF NEW YORK 


542 FIFTH AVENUE, NEW YORK 36, N. Y. 





Serving the Eastern Seaboard from Maine through the Carolinas 
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Ht takes 


VALUE 


to build 


VOLUME! 


\ 


..-and Kelly value has public acceptance ©® You have an ample trading area in which to grow and 
: i t business! 
that you can turn into steady turnover! on se 





@ You have a complete line for farm, truck and passenger 
Yes, Kellys have plenty of what it takes to give the vehicles—the right tire to sell to every customer! 


: 4 : ' 
tire-selling end of your business a profitable boost! @ You’re supported by continuous advertising in leading 


Here is a line backed by 58 years of tire-building “‘know- magazines and a powerful promotional follow-through 
how,”’ built to regularly roll up extra thousands of safe at the local level! 
miles! 


You get, in fact, everything you need to prove to your- 
And look at all these other money-making advantages _ self what thousands of others have already discovered 


_ of a Kelly Distributorship: —that ‘Selling Kelly Tires is a Good Business!’’ Write 
® You get tires that will sell at top prevailing prices, thus today. We’ll send you complete details about a Kelly 
protecting your profit margins! Franchise in your area. 
® You can “hang up the sign” of a line known everywhere 
for quality—an excellent prestige builder for your entire THE KELLY-SPRINGFIELD TIRE COMPANY 
TBA line! Cumberland, Maryland 


Proved 
and Improved 
for 58 years! 


Selling Kelly Ties is 0. Good Businens! 





Sure-Stop Super Flex Cruiser Grip Trac Passenger True Trac Commercial Heavy Dual Trac 
Passenger Passenger Passenger and Truck Truck Tread Truck Special Service 
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CORLD ch your oy! 





Accurate Measurement... from a remote distance 






FINGER Tl? CONTROL 


FROM INSIDE YOUR OFFICE 


How often have you wished you could be on the 
rack when trucks are loaded? Now, with the 
Rockwell Remote Registration System it's possible 
Sor you to control every fill from a central office. 
Ticket printing registers are right before your 
eyes and hands. Each is electrically synchronized 
to one of the meters on the rack. No product can 
be drawn until a ticket has been inserted in the 
printer and the circuit energized. 

With this system you'll reduce human errors to 
a minimum. You'll gain greater plant security. 
You'll speed operations. And you'll have a sound 
basis for improved accounting. 

Remember, the Rockwell Remote Registration 
System has Underwriters approval. Also, that it 
can be easily applied to existing Rotocycle meters. 
Write for bulletin OG-324. 


PS You Can RELY ON ROCKWELL 


— 






The transmitter with its own recording register is 


mounted directly upon the meter at the point of 
measurement 


HOW THIS BETTER SYSTEM WORKS 


Electric motor fields of each transmitter and receiver are 
directly connected to a common 60 cycle, 115 volt A.C. supply. 
Their ormature circuits are interconnected. Thus with field circyits 
energized the rotations induced by the product being measured 
at the transmitter ore exactly duplicated in the receiver—as 
they occur. Where specified this system can be made to be 
inoperative until a ticket has been inserted in the receiver and the 
printer arm has been turned to record the preliminary total. 


ROCKWELL MANUFACTURING COMPANY 


PITTSBURGH &, PA, + Atlanta + Boston * Chicago * Houston 
Kansas City * Los Angeles * New York ¢ Pittsburgh * San 
Francisco * Seattle « Tulsa 


REMOTE REGISTRATION UNITS 
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why CRANE 600-pound 


small steel gates 


are sure to meet your needs 


You can’t top these Crane Small Steel Gates for 
dependable performance on high pressure, high 
temperature lines... for ease of operation. . for 
simplified maintenance. That’s because they include 
design features normally found only in larger or 
more expensive valves. 

Then too, these Crane valves are available in a 
choice of types to meet your particular requirements. 
For example, with union or bolted bonnets; with 
screwed, flanged, or socket-welding ends; and in 
trim materials recommended for all common fluids. 


GET NEW DESCRIPTIVE CIRCULAR AD-1881 


For complete information—including 
prices—about these longer lasting, 
easier operating Crane Small Steel 
Gate Valves. Ask your Crane Repre- 
sentative for your copy, or write 
direct. No obligation. 













No. 3611XW, 
Bolted Bonnet 
Socket-Weld- 

ing Ends 


CRANE CO. 


VALVES - 


FITTINGS «+ 





PIPE 























UNION BONNET 
GATE. Screwed ends. 
Sizes: Y% to 2-inch. 
Available in three 
different trim mate- 
rials for a wide range 
of services. Also with 
socket welding ends 


Easy to Operate... 
Easy to Service 


























EASY ACCESS to stuff- 
ing box assured by 
swinging gland eye- 
bolts. Improved yoke 
design provides lib- 
eral working space. 


DEEP STUFFING BOX 
filled with high qual- 
ity asbestos packing 
rings maintains tight 
stem seal. 


LEAKPROOF BON- 
NET JOINT. Soft iron 
gasket in male and 
female joint cannot 
blow ovt. 


T-HEAD DISC-STEM 
connection provides 
flexibility for smooth 
operation; prevents 
stem distortion or 
binding of parts. 























iP 








Cross-section No. 3607XW, Bolted Bonnet Gate, Screwed 


General Offices: 
836 S. Michigan Ave., Chicago 5, II, 
Branches and Wholesalers Serving 
All Industrial Areas 


° PLUMBING + HEATING 
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FLASH! 
: Thousands of dealers have switched to Exide 


since the introduction of the 





New, Practically 
indestructible 
Plastic separa. 


BETTER YOUR BATTERY BUSINESS! Exide means sales. tors—resist heat 


Exide gives you more to sell—a bigger battery value and acid, are 
for your customers’ dollar. And Exide offers you he See 
i” ese 


what it takes to build a sound, growing battery business. cold-weather 
Starting ability. 





A COMPLETE LINE with wide price range—ULTRA 
START...HYCAP...SURE-START...STARTEX. 


135,179,740 Exide National Advertising messages in 1952... 
will help you do a real selling job right in your own neighborhood. 


EXIDE SURE-START PROGRAM with time-saving tools and equipment. 
SELLING AIDS that assure quick, profitable battery sales. 
 ATTENTION-WINNING DISPLAY MATERIAL. 


ULTRA START— New leader 
of the famous Exide line 


ACT TODAY... Switch tO 


[uae 


THE ELECTRIC STORAGE BATTERY COMPANY 
Philadelphia 2 « Exide Batteries of Canada, Limited, Toronto 


WHEN IT’S AN EXIDE...YOU START 
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Telephone 4071 LG, bee), mel. ite) 


Brodie B-60 3-inch meter by c 
Ra!ph N. Brodie Company, the 
ever-popular aviation type me- 

ter with Brodimatic head, de- 
signed for fueling and defueling 
simply by reversing flow, adds 

and subtracts totals. 


Line couplings by Victaulic 
Company of America, New 
York, all lines equipped with 
Victaulic couplings remove line 
stress and strain. 


antappowerusmecna 





Milwaukee Valve Company fur- 
nished both underwing and 
overwing nozzles and most of 
the valves for pumping system. 


The most compact 
and modern 4400 
gallon heavy duty 
refueler available 
today. Features 
latest design in deck 
construction for 
overwing operation 
of two deck nozzles. 
Easy access to deck 
front and rear, floor 
has nonskid safety 
tread, Underwing 
nozzle hose and reels 
in side cabinets. 





Popular with most of the larger Commer- 
cial airlines. Equipped with latest safety 
controls and devices, to meet most rigid 
requirements of airlines and airports. Built 
to SHELL OIL COMPANY ’s most exact- 
ing specifications. 





Si oh parte Gale e 28 Gee ; +o ies 
Beha cy ate, 5 ee SAP gape e We oe ai, on bn et) 
Peer ni ds IR a 4 een Fen ee 


her your y hedans ciuiant ond transportation tanks, let WILCO assist you with your we rg . . « WRITE... OR 
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Modern Airport 


Emergency valves by Shand and Jurs Com- 
pany, Berkeley, California, special high type 
aviation valves, hydraulically operated with 
pump and distributor. Water-draw-off valves 
by Shand and Jurs. 


Cabinet displays deck control for educator de- 
fueling, hydraulic clutch operator, power-take- 
off control, engine speed indicator, and throt- 
tle control. 





“ il Sie 5 pert ie 
sg 5 eee Fo A 
©. 
cag re be 


Marlow Pump Model 312HG1 350GPM 
by Marlow Pump Company, Ridgewood, 
New Jersey, centrifugal pump, gear in- 
creaser, direct drive to power-take-off 
delivering up to 400 GPM through two 
nozzles. 


Filter by Petroleum Accessories division 
of Purolator Products, Inc., 400 GPM 
with drain sump, pressure indicator, Bro- 
die Air Eliminator attached compactly 
arranged in side cabinet. 


KENTON, OHIO 


A great name in transportation tanks 





STICKY VALVES! 


VARNISH! 


Read these FACTS... you'll see why! 





FACT @® Heavy-duty motor oil is now 
being used at car manufacturers’ plants 





...on their proving grounds...in their 
factory driveaways. 


FACT @ Many new car manuals now 
specify heavy duty motor oil. 


FACT @ Custom-Made HAVOLINE is 
a heavy duty (high detergent) motor 
oil... even exceeds heavy duty re- 
quirements. 


FACT @ Custom-Made HAVOLINE 

| has proved itself a preventive of sticky 

( ite valves, gummy deposits, etc. 
E 

















ven meets military standards 
for heavy duty engine ols Lhe Texas Company 
used in tanks, trucks ' 
and transports. 
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Truman Tidelands Veto Faces Congress Fight 


NPN News Bureau 


The showdown is near on who will 
own offshore oil lands—the states, 
or the federal government. 


President Truman on May 29 ve- 
toed S.J. Res. 20, which gives coastal 
states ownership of submerged lands 
within their seaward boundaries, and 
therefore the right to revenues from 
oil production from those lands. Mr. 
Truman sent the measure back to 
Congress on the grounds it ignores 
national welfare, and represents a 
“free gift” to the states. 

States-rights supporters immedi- 
ately intensified their campaign to 
override the veto. The Senate prob- 
ably will vote some time next week, 
possibly as early as June 10. And at 
this point it appears that a quiet, 
but intensive “stay away” campaign 
being waged by both sides might 
well mean the difference between 
overriding and sustaining the Presi- 
dent’s action. 


Truman Message—In vetoing S.J. 
Res. 20, Mr. Truman stated; 

“I have concluded that I cannot 
approve this joint resolution because 
it would turn over to certain states, 
as a free gift, very valuable lands 
and mineral resources of the United 
States as a whole—that is, of all the 
people of the country.” 


His message was restrained in tone 
and avoided any reference to oil 
companies or oil interests such as 
were sprinkled through his recent 
speech before an Americans for Dem- 
ocratic Action gathering. 

The President said the bill “disre- 
gards entirely” the national defense 
aspect, adding: 

“In recent years, we have changed 
from an oil-exporting to an oil-im- 
porting nation. We are rapidly using 
up our known reserves of oil; we are 
uncertain how much remains to be 
found; and we face a growing de- 
pendence upon imports from other 
parts of the world. We need, there- 
fore, to encourage exploration for 
more oil within lands subject to 
United States jurisdiction, and to 
conserve most carefully, against any 
emergency, a portion of our national 
oil reserves.” 

He pointed out the original bill 
would allow the President to with- 
draw and reserve submerged Conti- 
nental Shelf lands “in the interest of 
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national security,” while the bill 
which passed Congress would not. 

“It is not too much to say that 
in passing this legislation, the Con- 
gress proposes to surrender price- 
less opportunities for conservation 
and other safe-guards necessary for 
national security,”” Mr. Truman de- 
clared. 

He said that any such legislation 
he approves must provide for dis- 
position of oil revenues and “should 
protect the equitable interests of 
those now holding state-issued leases 
on those lands.” 

The President indicated he favored 
federal-aid-to-education use of rev- 
enues. 

Capitol Hill Outlook—The House 
is almost a sure bet to override if 
the Senate does, because it approved 
the legislation by a much wider mar- 
gin. The vote of approval was slim- 
mer in the Senate and the chances 
of enacting the bill over the veto 
are more precarious. Yet the Senate 


must act on it first, so the coming 
vote there will be not only the first, 
but also the key test on the measure. 

That is where the “stay away” 
procedure comes in. 

When the Senate voted on the bill 
April 2, there were 50 votes for it, 
35 against and 11 absent. 

It requires a two-thirds majority 
“of those present” to override a 
President’s disapproval. With 85 sen- 
ators on the floor, it would require 
57 votes to do it. The 50 approving 
votes, therefore, would fall short. If, 
for example, the total number of 
senators dropped to 30, however, only 
20 “aye” votes would be needed to 
override. 

There is little, if any, chance of 
changing the views of more than two 
senators who voted against S.J. Res. 
20. Therefore, the proponents began 
to ask some senators who voted 
against the measure, but who had no 
real stake in the issue, to be absent 
for the critical overriding vote. The 





Veto Is Labeled ‘Nationalization’ Bid 


AUSTIN, Tex.—Two top Texas of- 
ficials have taken issue with Pres- 
ident Truman’s view that federal 
tidelands ownership is needed for 
“prudent development of oil and gas 
fields under the open sea.” 

Said Gov. Allan Shivers, chairman 
of Southern Governors Conference: 

“Pve thought for a long time this 
whole thing is a pattern (for nation- 
alization)—-seizure of the tidelands, 
seizure of the steel mills, and seizure 
of water rights in the Santa Marga- 
rita Valley of California ... My fear 
is that the tidelands veto is another 
step in the direction of nationaliza- 
tion—of the oil industry specifically, 
and generally of other key industries 
like steel and transportation. 

“A number of people have been 
associated with the New Deal and 
Fair Deal whose interest has been 
in government ownership of all min- 
erals, not just under the marginal 
seas and tidelands but—as in other 
countries— having the government 
take over all minerals. In some 
countries the government takes over 
the land too. 

“This (veto) is just one more step 
in the pattern.” 


Oil Development Lag—Lieut. Gen. 
Ernest O. Thompson, senior member 
of Texas Railroad Commission, in 
his criticism of the President's veto 
message, pointed to the federal gov- 
ernment’s failure to develop reserves 
now under its control as a sample 
of what to expect if tidelands are 
taken from states. He said, in part: 


“Any study of production of oil 
on federal lands, as contrasted to 
lands under control of the states, 
will show, I believe, that the states 
have done a superior job. 


“A comparison of Elk Hills (Calif.) 
for example, a military reserve un- 
der federal control, with private 
lands under state control will show 
the oil really comes from the states 
rather than from federal reserves. 


“State regulatory bodies are more 
responsible to the people. State 
regulatory bodies are mere umpires, 
and they do not have the peculiar 
attitude which attaches itself to fed- 
eral ownership . . . 

“The issue in the tidelands case is 
basically a principle—namely, owner- 
ship; not regulation.” 
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opponents promptly began the same 
type of approach on those who were 
on record for the bill but had no real 
pressure on them to support it. 

The situation is complicated by 
election year travels of senators, 
some of whom are either Presidential 
or Vice Presidential “‘possibles.” 

Senator O’Mahoney (D., Wyo.), 
chairman of the Senate Interior and 
Insular Affairs Committee and a foe 
of the quitclaim bill, put it this way: 

“This situation is one of the most 
difficult to forecast that I have seen. 
There are too many senators running 
for President or Vice President or 
going out to Abilene to hear a presi- 
dential candidate (Eisenhower). Ab- 
senteeism will be our biggest prob- 
lem. I have always felt that we 
could sustain the veto and I see no 
reason to change my mind. But I 
don’t know what it will be like when 


the matter is called up for a vote. 
It is going to be a close vote.” 

On the other side of the fence, 
there was no impression of optimism. 
Leaders in the quitclaim fight such 
as Senators Long (D., La.), Smathers 
(D., Fla.) and Holland (D., Fila.) 
confined their comments to observ- 
ing that “we have a chance of over- 
riding.” 

As originally introduced by Sen. 
O'Mahoney, 8.J. Res. 20 was an “in- 
terim” bill designed to obtain petro- 
..um production. from the offshore 
lands with the federal government 
temporarily supervising exploration 
and development pending a later set- 
tlement of the federal-state owner- 
ship controversy. 

However, on the Senate floor a 
quitclaim bill offered by Sen. Hol- 
land was accepted as a substitute by 
majority vote. The House, which had 


passed a stronger quitclaim bill, con- 
curred. 

What Bill Provides—Here, in cap- 
sule form, are the main provisions 
of the bill as it passed Congress and 
went to the White House: 

1. Defined “seaward boundaries” 
of the states as those which (a) ex- 
isted when the state entered the 
Union (10.5 miles for Texas) or (b) 
three geographical miles seaward 
from the coast line of the state. 

2. Defined the “continental shelf” 
as all submerged lands outside the 
state boundaries and placed this area 
and its resources under U. S. juris- 
diction. 

3. Vested in the coastal states (and 
those bordering the Great Lakes) 
ownership of the submerged lands 
within their seaward boundaries. 

. 4. Confirmed the leases issued by 
the states within this area that were 





Newspaper Hits Truman ‘Distortions’ on Tidelands 


FORT WORTH—A Texas news- 
paper publisher is having a hard 
time swallowing President Truman’s 
stand on the tidelands, and an even 
harder time with the President’s pub- 
lic statements on the issue. 


Amon Carter, publisher of the 
Fort Worth Star-Telegram, has print- 
ed in his paper (May 30) an open 
letter to Mr. Truman giving his re- 
action to the President’s views. Mr. 
Carter had earlier sent the Presi- 
dent a letter and telegram contain- 
ing background on the tidelands 
question. Following is a partial text 
of Mr. Carter’s open letter. 


“Dear Mr. President: 


“In your recent statement that 
Texas is not going to get back its 
offshore lands if you can help it, I 
notice that you mentioned a letter 
you had received on the subject from 
‘a fellow down in Texas’... 


“These messages were addressed to 
you in a friendly spirit as an effort 
to try to present certain facts and 
historical background that would jus- 
tify you in permitting to become law 
the measure passed by both houses 
of Congress to give the states clear 
title to their submerged lands. The 
messages tried to point out that the 
lands for a distance of 10% miles 
seaward from the shore of Texas 
were won by the blood of Texans in 
their fight for independence from 
Mexico, were expressly retained when 
Texas voluntarily entered the Union 
as a state, and were considered to 
belong to Texas until a 4-to-3 decision 
by the Supreme Court (actually a de- 
cision by a minority of the nine mem- 
bers) upset a century of judicial in- 
terpretation and summarily brushed 
aside a solemn contract between the 
U. S. and the Republic of Texas. 
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“I mentioned also that these lands 
are the heritage of the school children 
of Texas and form a basic endowment 
for public education in the state. This 
apparently was the inspiration for 
your assertion that a “fellow down in 
Texas,” in his letter, was weeping 
over what the school children of Tex- 
as stood to lose if the state doesn’t 
get back its offshore lands. 


“I regret, on behalf of Texas and 
its school children, that my recital 
of facts and history seems to have 
left you unmoved. Your public answer, 
in a speech delivered before a political 
gathering, was that you had com- 
posed—but had refrained from send- 
ing—a letter to this ‘fellow down in 
Texas.’ In it, according to reports 
of your remarks, you asked how 
about the school children in Missouri 
and Colorado and North Dakota and 
Minnesota and Tennessee and Ken- 
tucky and Illinois. Were they to be 
deprived of all benefit from the oil 
resources of the offshore lands? 


“The answer to this lies in the 
so-called tidelands bill itself. It is 
that the measure, if it becomes law, 
would confirm to the states the own- 
ership of only that portion of the sea- 
lands traditionally and _ historically 
within their boundaries—three miles 
seaward in the case of most states 
and 10% miles in the case of Texas. 
It would grant to the federal gov- 
ernment the remainder of the under- 
seas lands to the outer edge of the 
Continental Shelf—a far greater acre- 
age than would be retained by the 
states and, incidentally, the area 
which has by far the greater potential 
production of oil. The revenues from 
this property would be for the United 
States government to dispose of it as 
it saw fit—for the benefit, if it chose, 


of the school children of Missouri, 
Colorado and any or all of the other 
states. , 

“The fact that you tore up instead 
of sending the letter to the ‘fellow 
down in Texas’ is of no great conse- 
quence. I am extremely sorry, how- 
ever, that you did not accord the 
same treatment to the public state- 
ment which sweepingly branded the 
efforts for state ownership of the 
offshore lands as ‘robbery in broad 
daylight—and on a colossal scale.’ 


“During your tenure as President 
you have been accused of many 
things. Frequently we, as a news- 
paper, have defended you. We have 
tried to be as generous as possible on 
the theory that you were trying con- 
scientionsly to do what you thought 
to be to the best interests of the na- 
tion. But, Mr. President, when you go 
to the length of seeming to intimate 
that the school children of Texas are 
a party to, or at least a prospective 
beneficiary of, an attempt at ‘stealing 
from the people’ and ‘robbery in broad 
daylight,’ it is a thing we regret very 
much and for which there can be 
no justifiable defense. 


“I assure you that my feelings in 
this matter are deep and sincere. As 
stated before, I have no personal fi- 
nancial interest in the outcome of 
the tidelands controversy—no interest 
other than that of any loyal Texan. 

“T have tried to avoid the intem- 
perateness which you displayed and 
to deal in facts instead of prejudice. 
I have read this message two or 
three times and have decided not to 
tear it up but to send it. 

“With best wishes, I am 

Sincerely yours 
Amon Carter.” 
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in effect on June 5, 1950. If neither 
oil nor gas was being produced, how- 
ever, before Dec. 11, 1950, then the 
leases were recognized for the un- 
expired period of the lease, beginning 
with the effective date of the bill. 


5. All revenues from within the 
seaward boundaries would go to the 
respective states. 


6. Declared it to be the policy of 
the U. S. that resources under the 
continental shelf shall be controlled 
by the federal government and au- 
thorized the Interior Secretary to is- 
sue leases under competitive bidding. 

7. Authorized and directed the In- 
terior Secretary to exchange federal 
leases for state leases covering con- 
tinental shelf lands which were is- 
sued prior to Jan. 1, 1949, and which 
were in force on June 5, 1950. 


8. Allowed each coastal state 37.5% 


of all revenues received by the fed- | 


eral government from operations in 
the continental shelf off its coastline. 
The remainder of the money was 
tagged for payment on the princi- 
pal of the national debt. 

9. Insured that, in time of war 
or when necessary for national de- 
fense, the federal government should 
have right to any or all of the oil 





produced by purchase at the pre- 
vailing market price. The Secretary 
of Defense, with presidential ap- 
proval, could designate certain areas 
needed for navigational purposes or 
national defense and on which no 
leases could be granted. 

10. Granted any state the right to 
continue to seek confirmation of its 
ownership of any submerged lands 
within the continental shelf itself. 

A Sore Point—Sen. O’Mahoney 
pointed to this last provision as ba- 
sis for his charge, cited by President 
Truman also in his veto message, 
that S.J. Res. 20 “is just the open- 
ing wedge toward a state claim for 
the entire -continental shelf. If the 
states win on this bill, they will try 


for the whole continental shelf.” 

He said that, if the attempt to 
override fails, he will try again for 
congressional approval of his original 
bill in an effort to secure explora- 
tion and development. 

That proposal, however, seems 
doomed. If the overriding attempt 
fails, Congress probably will not turn 
back to the submerged lands legis- 
lation until next year. If it succeeds, 
the states rights proponents are cer- 
tain to introduce legislation calling 
for extension of state ownership. 

Also, if Congress fails to override, 
Interior Secretary Chapman probably 
will move in to control of leasing 
under authority of a presidential ex- 
ecutive order. 


Four Refineries Still Struck—Most Settle for 15c 


Seven wage settlements in the past 
week have reduced the number of 
U. S. refineries still shut down by 
strikes to four. These have a total 
capacity of 236,500 b/d—about 3.3% 
of the national total. The plants are: 


Plant and 
Location 


Est. B/D 
Capacity 


Shell Oil, Houston .. : 
Crown Central, Houston .. 
Phillips, Kansas City . 

Deep Rock, Curhing, Okla. 19. 000 


Total ‘ 236,500 


Negotiations at the four remaining 
refineries are continuing, and settle- 
ments could come at any time. 


An NPN summary of agreements 
made so far shows that practically 
all call for a basic 15c per hour wage 
increase, with shift differentials of 
6c and 12c. Most agreements also 
provide retroactive pay or lump sum 
payments, with terms varying with 
individual refineries. The table below 
gives details of these agreements. 


Terms of Strike Settlements Between Refineries and Oil Unions 


Straight Shift 
Time Differentials 


Farmers Union Centra] winmeneree) 


Laurel, Mont. .. 15e¢ 6-12c 


Pure Oil 


Retroactive pay or 
lump sum 
Detroit —s 
Tulsa ... 
$100 Casper ... 


Straight Shift Retroactive pay or 
Time Differentials lump sum 
15c 6—12c 
15¢ 6—12c 
15¢ 6—12c 


Port Arthur ren a oe 15¢ 6—12c 
Port Neches (asphalt) oe 15¢ 6—12¢ 
Standard Oil (Indiana) 
Wood River, Ill. (CSPU).. 15e 6-12c 
Whiting, Ind, (CSPU) .. 15¢ 6—12c 
Socony-Vacuum 
Augusta, Kans. ...... 15c 6—12c $80 
Sweeny, Tex., clerical w Casper, Wyo. .........6+:. 15¢ 6-12¢ 8c to Nov. & 
Woods Cross, Utah. party —~ tov NONE Trenton, Mich. ... 15¢ 6-12c one week's pay 
Phillips Chemical E. 8t, Louis refinery and 
4 St. Louis bulk plant. .. Be 6-12c 
Cactus chemical me, 
Etter, Tex. . ePTH 6~12c NONE Taylor Refining . ~ 
Synthetic rubber plant, Corpus Christi ......... 15¢ still $79 
Borger, Tex, .. esas 6-12e¢ negotiating 
Cities Service (AFL) 
Lake Charles, La. ... 6-12c 
Cities Service 
10 East Coast refining and 
marketing installations .... 6-12c 4.2% 
Ponca City - 6~12c 
Standard Oil of California 
(ind, union) 
West Coast operators ...... 
Roosevelt 
Mt, Pleasant, Mich. 


Smiths Bluff . 15¢ 6-12c one week's wages 
Heath, Ohio (ind. union) ore 13¢ 6—12c one week's wages 
Toledo, Ohio ... 15¢ 6—12c ; $90 
Rock Island Refining 
Zionsville, Ind. 15¢ 6-12c 
Phillips Petroleum 
Phillips, Tex., area (AFL) ... 15¢ 6-12¢ 


9c to Dec. 28 


9c to Dec. 1 
4.2% to Jan. 26 


9c to Jan. 1 


NONE 
Republic Oil 
BEERS GHG cccscccsctiecs 15e 6—12¢ $80 


American Oil 
Carteret, N. J. 
Chelsea, Mass. 
Cambridge, Mass, and 
Rosslyn, Va, terminals...... 15c 
Gulf Oi 
Port Arthur, Tex. .. “Te 15e 
Batata, GOS: cb cccccccsvsecse 15c 
Cleves, Ohio ... 1... -eeecues 15e¢ 


Standard Oil (Ohio) 
Cleveland No, 1 .. pr .. 1+*% 
(14-1Te) 
Welete: GH so 16 co cncsvcces., SO 
(14-17c) 


4.2% to Dec 


to Jan 
4.2% to Jan NONE 


Te to Dec. 1 
Je to Dec. 1 
3.4% to Dec. 1 


6-7.5-12¢ NONE 
*16.5¢ still 
negotiating 4c from Aug. 


* subject to WSB approval 8c from Jan 


Sinclair 
Marketing and terminal em- 
ployes Mt. Vernon, N. Y., 
and Tremly Point, N. J. 
Sinclair 
Nationwide 
Shell Of 
Wood River, In. 


4.2% to Jan. 1 Pan American 

SG MET inisntdee ninco p48 15e $80 
Union Oil 

California operations ...... 
Johnson Oil . 

Cleveland, Okla. ........+. NONE 
Bay Petroleum 

Denver ... $50 
Humble 

Baytown, Tex. (ind. union).. 


About 9c to Jan. 1 
4.2% to Jan. 1 
9c of 15c retro. 
to Jan.1 
4.2% to Jan. 1 
4.2% to Jan. 1 


East Chicago, Ind. .. 
California 
Pan-Am Southern 
El Dorado, Ark. in abeaben 4.2% to Dec. 27 
NG Se ere 4.2% to Dec. 27 
Continental Elk Refining F 
Wichita Falls, Tex. .......... $50 Falling Rock, W. Va. , $45 
. $50 . General Petroleum 
Los Angeles 
Skelly 
El Dorado, Kans. 
Magnolia 
Beaumont, Tex. ............. $100 


3.4% to Oct. 16 


Atlantic 4.2% to Jan. 1 
Pp Te to Nov. 15 

9c to Jan. 1 

4.2% to Jan. 1 


Lawrenceville, TH. 4.2% to Jan. 1 
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Oil Expansion Will Be Hit Hard 
If Steel Strike Lasts Very Long 


WASHINGTON—The materials out- 
look clabbered up quickly this week 
following the Supreme Court’s rul- 
ing on steel plant seizures and the 
immediate walkout of the steel 
workers. 

At Defense Production Administra- 
tion, where material allotments are 
decided, a program requirements 
committee simply folded up its pa- 
pers and quit for the day when it 
heard of the steel shutdown. 


“We can’t cut up the materials 
‘pie’ when we don’t even know 
whether there'll be any ‘pie’ to cut 
or not,” a committee member said. 
Next day, however, the committee 
was back at work. 


The steel strike developments came 
just as DPA was putting final shape 
to fourth quarter material allot- 
ments. Fourth quarter allotments for 
all claimant agencies, including Pe- 
troleum Administration for Defense, 
were to have been decided by Friday 
(June 6) but it appeared likely at 
midweek that the announcements 
would be delayed. 

Before the steel strike developed, 
DPA was being downright optimistic 
about the fourth quarter materials 
situation. PAD, for example, was 
being scheduled to get around 90% 
of its requests and a DPA official 
said it would have gotten even more 
except that certain production facil- 
ities were inadequate to meet oil’s 
demands even though the raw mate- 
rials were made available. 

In its tentative planning, the com- 


mittee was considering giving PAD 
about the same amount of plate 
steel as it got in the third quarter, 
about 24,000 tons more carbon steel, 
about 10,000 tons less structural and 
about 12,000 lbs. less alloy steel. 


All in all, it figured out that PAD 
would get a little more material for 
fourth quarter operation than it got 
for the third quarter. And since its 
requests were about 100,000 tons less 
than for the third quarter, the per- 
centage between asking and getting 
would be higher for the fourth quar- 
ter. 

But that was before the steel 
strike hit this week. The impact of 
the strike could not be measured im- 
mediately, of course, for it depended 
on the length of the strike. 

DPA officials had cautioned all 
along in their optimistic talk about 
the fourth quarter that the materials 
picture would change quickly if a 
steel strike developed. 

When the strike came, National 
Production Authority immediately 
put a freeze on shipments of steel 
from warehouses, although small or- 
ders by self-certifying users were 
exempt. Purpose of the move was to 
enable NPA to direct the available 
steel to the most essential users. 


Since the expanding oil industry 
already has had difficulty in getting 
an adequate supply of materials, it 
appears certain that if the steel 
strike lasts long, it will have serious 
effects on the oil expansion program. 


Guaranteed Margins Can't Push Up Lid 
On Prices, OPS Says in Denying Hike 


WASHINGTON — Office of Price 
Stabilization, in letter order made 
public June 2 declared that preserva- 
tion of margins is not a determining 
factor is setting price ceilings for 
petroleum products. 


Order—L-192 to Sec. 11, CPR 17— 
denied Shell Oil Co. it application for 
an increase of ceilings on sales of 
range oil and No. 3 fuel oil at 24 de- 
livery points adjacent to Metropolitan 
Chicago. 

Shell Oil sold products to Shell 
American under a contract which 
guaranteed a gross margin of profit 
no less than the highest gross margin 
enjoyed by other jobbers in specified 
areas. OPS said this margin at the 
24 points is 3.05c per gal. 

OPS noted that tank car prices had 
shown an increase prior to the Jan. 
25 general price freeze, and that this 
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increase was reflected in Metropolitan 
Chicago tank wagon prices, although 
it was not passed along outside the 
area. 

OPS pointed out that Shell Amer- 
ican has a 3.05c per gal. margin 
within Metropolitan Chicago. Sup- 
plementary Regulation 3 to CPR 17 
increasing tank wagon prices 
throughout the Midwest boosted 
Shell American’s gross margin out- 
side Metropolitan Chicago to 3.35c 
per gal. 

Petroleum Branch gave the follow- 
ing intepretation of OPS thinking in 
turning down the price hike: 

“It is your contention that your 
customary pricing practice is to sell 
Shell American at a price which 
is determined in accordance with 
your contract. 


“Ceiling Price Regulation 17 uses 


a method of determining ceiling prices 
on the basis of prices charged by each 
seller during the base period. It does 
not determine prices by preserving 
certain margins. 

“When the increase in tank wagon 
prices was made in the Midwest, it 
was added to prices established in 
the base period, the only appropriate 
way in which it could be added under 
the price control method used in Ceil- 
ing Price Regulation 17. 

“The fact that certain contracts 
existed in the base period which would 
have passed on the increase different- 
ly is immaterial inasmuch as all OPS 
regulations must necessarily cut 
across existing contracts.” 

Branch said that OPS would con- 
sider application showing that ceil- 
ings for Shell Oil sales are out of 
line with those of other sellers but 
noted that, prior to issuance of SR 
3 to CPR 17, “we were assured by all 
sellers that a stable and equitable 
tank car price existed in the base 
period.” 


Bid for Decontrol—On Capitol Hill, 
Representative Burleson (D., Tex) has 
expressed optimism that House Bank- 
ing and Currency (Spence) Commit- 
tee will incorporate his mandatory 
price decontrol formula (H. R. 6985) 
into its bill extending the Defense 
Production Act. 


Rep. Burleson said the present Of- 
fice of Price Stabilization policy of 
not allowing petroleum producers to 
reflect added costs in price is having 
a “depressing effect” at a time when 
Petroleum Administration for De- 
fense is calling for increased produc- 
tion. He said that condition may well 
cause marginal well operators to fold 
up in some areas. 


Correction 


The article in May 28 issue, p. 15, 
on the National Conference on 
Weights and Measures in Washing- 
ton, was in error in the section dis- 
cussing air eliminators. The article 
said that in a pressure type liquid 
dispensing unit, the mechanical air 
eliminator or other effective means 
shall be installed on the inlet side 
of the meter as close thereto as is 
practicable. This specification had 
been proposed but was amended and 
adopted as follows: 

“In a pressure type unit, a me- 
chanical air eliminator or other ef- 
fective means shall be provided in 
such a position that it will effectively 
prevent the passage of air or vapor 
through the meter.” 

According to weights and measures 
officials this means that it doesn’t 
matter where the air eliminator is 
located—or whether there is an elim- 
inator or not—so long as meter 
passes test showing no passage of 
air or vapor through the meter. 
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Indiana Standard Attacks FTC ‘Tricks’ 


As Bid to Ignore Detroit Case Ruling 


WASHINGTON-—Standard Oil Co. 
(Indiana) has charged the Federal 
Trade Commission with employment 
of “purely legalistic devices” in an 
attempt to “ignore entire basis” upon 
which the Supreme Court previously 
reversed FTC’s findings in the “De- 
troit case.” 


In brief filed over the weekend in 
answer to revised FTC order, the 
company also challenged ethics dis- 
played by FTC in promulgating its 
order “most improperly and arbi- 
trarily” without granting the com- 
pany “the rudiments of a fair hear- 
ing.” 

The modified FTC order attacks 
the “good faith’ defense of Indiana 
Standard in lowering prices to four 
Detroit jobbers to meet competition. 
The original FTC case sought to 
prove violation of the law resulting 
from injury to competition, regard- 
less of the “good faith” aspect. 


The company’s brief declared that 
the new finding that price reductions 
were not made in good faith “is made 
in the face of past actions of the 
commission which, under all the cir- 
cumstances, foreclose any finding 
other than one of good faith.” 


In protesting FTC tactics, the com- 
pany said that FT'C took 14 months, 
following a mandate of Supreme 
Court, to fashion the revised find- 
ings yet gave the company a total 
of only 65 days to answer—which 
period is “utterly inadequate” in 
view of the size of the record, com- 
plexity of issues involved and “the 
novel interpretations of the law” 
FTC has made. 


Proper Hearing Denied—Declaring 
that the revised order was issued 
without suitable opportunity for the 
company to be heard first, the brief 
noted that company made a request 
on March 14, 1951, to be heard “both 
on procedure and on substance” with 
respect to further action by FTC. 
FTC’s reply was delayed more than 
one year but finally came through on 
March 24, 1952, promising that In- 
diana Standard would be given ample 
opportunity to be heard if FTC de- 
cided to modify findings “adversely 
to the respondent,” the company said. 


But four days later, the brief 
pointed out, FTC “acted adversely” 
and now professes to permit the re- 
spondent to express views—after it 
had become “convinced” of the find- 
ings and had fashioned the order. 
(Commission has slated oral argu- 
ments for July 7.) 

Pressing the attack against tenor 
of the revised order, the company 
declared that “good faith” determina- 
tion had been made by FTC trial 
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examiner when hearing the original 
case. Company noted that three of 
the present four commissioners did 
not participate in the original case 
but that the FTC still sees fit to 
“assume the responsibility for a con- 
trary determination” and has acted 
entirely on the basis of an “ex parte 
determination designed to emascu- 
late the Supreme Court’s opinion.” 

The company declared that both 
the majority and minority opinions 
of the high court “leave no doubt” 
that it “unanimously accepted” the 
company’s “good faith.” 

FTC's suggestion “that good faith 
cannot exist when there is injury to 
competition,” the company declared, 
“is a mere reiteration of the commis- 
sion’s now discredited theory” and 
is a “poorly disguised effort to ig- 
nore the entire basis” upon which the 
Supreme Court previously reversed 
FTC. 

Defends Good Faith — Company 
branded as “equally fallacious” FTC's 
attempt to deny meeting-of-compe- 
tition defense on grounds that the 
company knew, or should have 
known, it “could not cost justify” 
lower prices offered to four Detroit 
jobbers. Company said that its “sin- 
cere effort” to prove cost justifica- 
tion “would seem to indicate good 
faith rather than to negative exist- 
ence of such good faith.” 

The company also charged FTC 
with “false effort” to characterize 
giving of tank car price to jobbers 
as adoption of “illegal pricing sys- 
tem.” 

Nothing in the Robinson-Patman 
Act outlaws this right, the company 


said, and “it is astounding” for FTC 
to question legitimacy of such op- 
erations. 

What FTC is saying in effect, In- 
diana Standard charged, is that only 
the refiners or distributors who sell 
in tank car quantities may compete 
for business of jobbers selling both 
wholesale and retail and that “others 
may not meet their competition.” 


“Sole effect of such fantastic ap- 
plication of the law,” the brief said, 
“is to limit jobbers’ sources of sup- 
ply, restrain competition for the job- 
bers’ business and maintain an artifi- 
cial price structure to the detriment 
of the consumer.” 


Should the order be promulgated 
in spite of above objections, the com- 
pany said, then at least a note should 
be made of the following additional 
objections: 


1. Order is too broad in scope and 
should be limited to Detroit area. 
There is no showing that other com- 
pany operations are similar to De- 
troit conditions. Since it is FTC's 
theory that sales to the jobber at 
tank car price are illegal only when 
the jobber reduces his retail price 
below prevailing levels, then FTC 
may not lawfully enter an order 
barring every form of price differ- 
ential among thousands of retail cus- 
tomers everywhere. This would re- 
lieve FTC of responsibility of prov- 
ing that such differentials are un- 
lawful and would require the com- 
pany to sell its gasoline without any 
price differential among all retail 
customers. 

2. Order is defective by lapse of 
time. Evidence was taken on opera- 
tions conducted from 1936 to 1940 
and this 12-year old record does not 
provide substantial basis to predicate 
injunctive provisions in future. 





Defense Orders for the Oil Industry 


(Issued May 27-June 2, inclusive) 

This description of oi] defense orders pro- 
vides a weekly summary of government regu- 
lations that may affect NPN readers. We will 
appreciate our readers letting us know when 
they think that we have omitted a regulation. 

Complete copies of the official text of these 
orders can be obtained from Platt’s OIL-Law- 
GRAM Reports, 1213 West Third St., Cleveland 
13, Ohio, a publication which reproduces and 
mails out the orders on oil upon issuance. 
Minimum charge for single copies, $1.00, 
postage paid. One year’s service, $100. Less 
than one year’s service, pro rata plus $5.00 
for handling. 

CODE: NPA—National Production Author- 
ity; ESA — Economic Stabilization Agency; 
PAD—Petroleum Administration for Defense; 
ODM—Office of Defense Mobilization; DPA— 
Defense Production Administration; DTA — 
Defense Transport Administration; WSB — 
Wage Stabilization Board; OPS — Office of 
Price Stabilization. 


List of Orders 


PAD—Petroieum Administration for Defense 
Order No. 6, Amdt. 1, Aviation gasoline. 
Notice of Expiration of Voluntary agree- 

ment relating to supply of heating oil to East 

Coast. 

PAD Instruction No. 1, Expiration, Delivery 
of heating oil to East Coast. 

PAD Order No. 6 and Dir. 1 revoked, Avia- 
tion gasoline. 


SSB—Salary Stabilization Board 
GSSR 3, Amdt, 2, Individual employes 
NPA—National Production Authority 
Order M-45, Sched. 6 revoked, Resorcino! 
Order M-38 revoked, Lead 
NPA Reg. 1, Amdt, 1, Inventory control 


What Orders Do 
Petroleum Administration for Defense 


AVIATION GASOLINE —Effective May 27 
Amendment 1 to PAD Order No. 6 extends 
the provisions of the order for an additional 
14 days and increases the allocation quotas 
However, effective June 3, PAD Order No. 6 
as amended and Direction 1 relating thereto 
have been revoked due to the settlement of 
refinery strikes. 


Salary Stabilization Board 


TRANSFER TO LOWER PAID POSITIONS 

Adopted May 13, Amendment 2 to GSSR 3 
amends Sec. 5 of order with respect to the 
transfer of employes to positions paying lower 
salaries. 


National Production Authority 


INVENTORY CONTROL—Effective May 16 
Amendment 1 to NPA Reg. 1 revises tables 
to conform with revocation of NPA orders 
covering lead, bismuth and cadmium 
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Motorists Use 7.2% More Gasoline 
In '51; Car Registrations Up 5.6% 


WASHINGTON—tTaxable volume 
of motor fuel consumed by U. S. 
motorists in 1951 totaled 38.3 billion 
gals., an increase of 7.2% over 35.7 
billion taxable gals. for 1950, accord- 
ing to Bureau of Public Roads. 

At same time, Bureau reported 
that motor vehicle registrations in 
1951 increased by 2,750,000, or 5.6% 
over 1950. 

These were other highlights of 
Bureau’s tabulations: 

Total registrations, including pub- 
licly-owned vehicles, increased from 
49,161,691 in 1950 to 51,913,965 last 
year. This increase compares with 4.5 
million growth in registrations from 
1949 to 1950, and reflects effect of 
curtailed motor-vehicle production 
during 1951. 

Registration of automobiles in- 
creased from 40,333,591 to 42,682,591 
or 5.8%; number of trucks reached 
9,000,913, an increase of 46.6%: and 
busses increased from 223,652 to 
230,461, or 3.9%. 

Three states, Florida, Nevada and 
South Carolina, reported increases of 
more than 11% in registrations. Six 
other states show increase of more 
than 7%. Only District of Columbia 
reported decrease for 1951. 

In numbers of vehicles registered, 
California leads with 4,926,543: New 
York is second with 3,931 559; Penn- 
sylvania ranks third with 3,189,198; 
and Texas follows closely with 3,157,- 
009. Three other states, Ohio, Illinois, 
and Michigan, report over 2.5 million 
vehicles registered. 

Motor-vehicle operators paid total 
state taxes of $1,803,802,000 on motor 
fuel consumed in 1951. 

An additional 5,508,260,000 gals. of 
motor fuel consumed during 1951 
were not taxed, or were taxed at 
different rates, because they were not 
used on the highways or were special 
fuels subject to rates that differed 
from gasoline. In all, 43,812,658,000 
gals. of motor fuel passed through 
state taxing channels during 1951 as 
compared with 40,586,434,000 gals. 
in 1950. 

Average state motor fuel tax per 
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gal. was 4.74c in 1951, as compared 
with an average of 4.65c in 1950. 
Taxes last year ranged from 2c in 
Missouri to 9c in Louisiana. 

Two states, Georgia and New 
Mexico, reduced their gasoline tax 
by 1c in 1951. On the other hand, 
eight states (Illinais, Massachusetts, 
Michigan, New Hampshire, North 
Dakota, South Dakota, Utah, and 
Wyoming) increased their tax by 
amounts ranging from ic to 1.5c a 
gal. 


Registrations of motor vehicles by 


states are shown in following tab- 
ulation: 





% 

State 1951 1950 Increase 
AM. . 730,104 685,812 6.5 
BE. 653 nc wis 293,833 270,799 8.5 
By i vnennes 499,642 477,265 4.7 
Ss > sewer 4,926,543 4,620,078 6.6 
Geb estan d 599,613 564,210 6.3 
SS 764,241 715,935 6.7 
Del. .. ‘tin 116,750 108,272 7.8 
Sa ee 1,096,065 984,838 11.3 
Ch aednev ued 969,167 897,518 8.0 
EE tbh b-aeae 281,372 272,362 3.3 
in aagrdts ott 2,789,546 2,650,968 5.2 
inetd 1,513,025 1,434,885 5.4 
i sav sua 1,100,191 1,072,290 2.6 
Kans. .. hae 893,932 853,462 4.7 
are 820,339 783,724 4.7 
BO dataees ape 735,997 706,733 4.1 
Dns. p ecwan 280,141 276,421 1.3 
 ‘oanca vite 736,827 684,748 7.6 
Bee, aseu eee 1,346,520 1,280,329 5.2 
ps ” westrece 2,555,257 2,432,684 5.0 
Pn weatene 1,217,450 1,168,887 4.2 
Re cod en box 510,286 484,374 5.3 
Be, wis aeuses 1,320,113 1,261,420 4.7 
er 277,031 264,892 4.6 
Be, weve cave 608,484 569,497 6.8 
re 86,062 77,142 11.6 
Ms Gs. S60 dou 180,162 172,339 4.5 
, a ar 1,685,304 1,579,181 6.7 
es Saye 258,838 237,741 8.9 
ie 3,931,559 3,735,113 5.3 
N,. been meee 1,129,454 1,056,309 6.9 
a Es. ope ee 283,809 276,027 2.8 
GHD. wo cece es 2,940,388 2,795,073 5.2 
GRR. | 6 oe oceus 865,530 831,368 4.1 
OONG.: ccbooses 691,397 689,447 0.3 
i. “ree beeat ee 3,189,198 3,009,820 6.0 
 & freee 261,024 250,896 4.0 
8 WSF" 648,297 578,802 12.0 
S. Dak, ..... 298,412 290,080 2.9 
TORR, -csccceds 905,298 858,111 5.5 
Tex. ........ 3,157,009 2,968,143 6.4 
rer 264,711 247,317 7.0 
We ssevseeus 123,988 120,598 2.8 
WR. decveedee 984,276 917,744 7.2 
Wea. ccecece 969,783 924,220 4.9 
WW, Pak 0 steers 490,211 482,275 1.6 
Oe, |: dhe ox de 1,246,136 1,201,188 3.7 
WOR i. vnatae:2 149,334 145,423 2.7 
DD. Qe wbiive ce 191,316 194,958 —1.9 

TOTAL . 51,913,965 49,161,691 5.6 

> 

FTC Again Attempts to Make 

ie . J 
Tire Discount Rule Effective 

WASHINGTON — The Federal 


Trade Commission is making a new 
attempt to make its quantity tire 
discount limit rule effective. 

FTC and U. S. attorneys have filed 
a motion in the U. S. District Court 
here asking that suits brought 
against them by 19 tire companies 
and distributors be dropped. 

Since restraining order against the 
FTC was issued after suits were filed, 
dropping of suits would remove re- 
straints and would make possible for 


FTC to put its rule into effect. Or- 
der would have become effective 
April 7 if the suits against FTC had 
not been filed. 

Controversial rule limits quantity 
discounts on tires to one freight car- 
load or less. 

FTC Commissioner Lowell B. Mas- 
on previously had sought to have 
suits against him dismissed on the 
grounds that he opposed the rule from 
the beginning and therefore should 
not be a defendant. That motion was 
denied. 


High Court’s Richfield Decree 
Becomes Effective on Oct. 21 


LOS ANGELES—Litigation in the 
Richfield “exclusive dealing”’ case has 
run its course as a result of denial 
by U. S. Supreme Court of Richfield’s 
petition for a rehearing, and the com- 
pany will abide by the decree, NPN 
was informed June 2 by a Richfield 
representative. 

The decree, which kills the com- 
pany’s 24-hour cancellation clause, be- 
comes effective Oct. 21. 

Washington Gasoline Dealers Assn. 
is asking its members to report if 
Richfield should attempt to cancel 
out any of its present L-O (leased 
out) operators by exercising the 24- 
hour concellation clause before the 
Oct. 21 date, asserting, “the Justice 
Department would like to know about 
=” 


Ohio Oil Co. to Construct 
45 New Service Stations 


FINDLAY, Ohio—C. Z. Hardwick, 
manager of refining and marketing, 
Ohio Oil, said at the annual stock- 
holders meeting here May 29, that 
with the easing of governmental re- 
strictions on service station construc- 
tion, the company plans to build 45 
new service stations and remodel 61 
others this year. 

Also at the meeting, President J. 
C. Donnell II, told stockholders that 
“it would be unreasonable” to expect 
continuation of annual increases of 
10% in demand which have been ex- 
perienced by petroleum industry in 
last two years, current indications 
showing rate of growth is slowing 
down to normal long-term annual 
rate of about 4%. 

-“‘Nevertheless,” he said, “we an- 
ticipate that for the remainder of 
the year, the petroleum industry will 
be operating at a high rate of capac- 
ity—partially as a result of the pe- 
troleum supply lost during the strikes 
which took place during the past few 
weeks.” He noted that while Ohio 
Oil was not struck, company suf- 
fered some loss of production and 
pipe line revenue as result of spread- 
ing effects of strikes against other 
oil companies. 
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Truman Flaunts Truth in Tidelands Veto 


Having to use strong language with respect to the 
President of the United States is not a pleasant task. 
There are times, however, when occasion compels the 
using of language of that sort, and Harry Truman’s 
message vetoing the submerged lands quitclaim bill pre- 
sents such an occasion, much as we and others may re- 
gret it. 

Frankly, that message is so laden with downright 
deceit as to make it one of the most reprehensible 
documents ever to emanate from the White House over 
the signature of a President of these United States. 


¥et to have expected anything else would perhaps have 
been asking too much. Indeed, the whole history of the 
“tidelands” controversy is so shot full of dishonesty— 
the great bulk of it the product of Truman’s own admin- 
istration—that we find the message not surprising at all. 
We are not even surprised to find included therein the 
offer of a bribe to the coastal states if they would but 
give up the ownership fight and settle on Truman's 
terms. Disgusted, yes. But surprised, no, definitely. 


There are so many things dishonest about the Truman 
veto that choosing which to comment upon editorially 
presents a considerable problem, though quite the only 
one. So we shall concentrate on just a couple of points. 


There is that offer of a bribe, for example. The major 
premise upon which the President predicates his veto 
is the ruling of the Supreme Court—first in the California 
case and then in the Texas and Louisiana cases—that 
ownership of the lands beneath the sea beyond the low- 
water mark vests in the national government by reason 
of “paramount” or sovereign rights. This being so, Tru- 
man argues that Congress has no right to quitclaim title 
to the abutting coastal states since that would amount to 
an “outright gift” to those few states of something that 
belongs to “all the people” of the 48 states. 

But what does he do then? Why, he says that he 
would have no objection if Congress were to pass a bill 
granting to the coastal states 37.5% of all revenues 
realized by the federal government from oil and gas leases 
on the submerged lands! 

And why does he do this? 

Out of recognition of some equity? 

Or is he holding out the lure of a sizeable chunk of 
money to California, Texas and Louisiana in the hope of 
persuading them to settle for what they can get? 

It has to be one or the other. And since the President 
says the coastal states have no legal right to the under- 
sea lands, then, perforce, this must be—and is—noth- 
ing else but the offer of a bribe. A thinly disguised 
bribe at that, and one involving the use of money which, 
by Truman’s own argument, really belongs to “all the 
people,” not just the few, 

Throughout the Truman message, also, runs the thread 
of what savors strongly of being a deliberate falsifica- 
tion—a falsification intended to create in the public mind 
the impression that an all-wise bureaucracy at Washing- 
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ton possesses a monopoly on the skills required to insure 
development of the submerged lands in the way most 
conducive to national security. 


All the experience and the proud record of the produc- 
ing states, we are told, in effect, mean nothing. Instead, 
conservation practices must be dictated from Washington 
if we are “to make sure, before any war comes, that our 
oil resources are not dissipated.” What could be so reck- 
less in its disregard for the truth than this! Yet there it 
is, spelled out in black and white, and over the the signa- 
ture of Harry S. Truman. 

No, it is not pleasant to feel required to speak bluntly 
of the President of the United States. But there are 
times, as now, when the occasion seems to justify, for 
which no apologies. 


Industry Should Tell Motorists They Aren't 


Being ‘Taken’ When Oil Is Changed Regularly 


Spasmodically a sensational article is published to 
alert the motorist against the “larcenous” souls of serv- 
ice station operators and the oil industry in general. 


The latest attempt was by Jack Harrison Pollack, a 
free-lance writer, in the June issue of True magazine. 
He declares that motorists are “being taken” if they 
change oil every 1,000 or 2,000 miles, especially if they 
buy virgin motor oil, since re-refined oil is not only “bet- 
ter” than virgin oil, it’s cheaper. 

The Assn. of Petroleum Re-Refiners, seizing upon Mr. 
Pollack as an apostle of the truth, bought advertising 
space to spread the gospel of Apostle Pollack among all 
and sundry car owners. 

The oil industry can ill-afford to let this article go un- 
answered. The author has taken a collection of half- 
truths, outright lies and wild implications and come up 
with a slander embracing the entire industry. An esti- 
mated 1.5 million readers have seen the article, and they 
represent a potential of more than a million car owners 
who may even now be asking their service station people, 
“How about this?” 

Failure to answer these questions will only lend 
credence to Pollack’s vicious attack. Irrefutable facts 
are available which will make Mr. Pollack out as one of 
the least well-informed writers of the year. The industry 
should make these facts available to service station per- 
sonnel in a form which will enable them to answer quick- 
ly, but completely, any customer questions which the 
True article may have instigated. 


At the API Lube Committee meeting in Tulsa last 
week, several oil men said their companies had either 
started preparing rebuttals to the Pollack article or 
planned to do so soon. In each case the purpose was to 
get the correct information out to the service station per- 
sonnel at the earliest possible moment. 

A few said their companies might “come up with some- 
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An illogical opinion only requires enough rope 
to hang itself—Augustine Birrell. 


Editorials are written to stimulate discussion, 
because it is only through discussion that a na- 
tion, an industry or a company can arrive at 
sound decisions. NATIONAL PETROLEUM NEWS al- 
ways welcomes comments on its editorials. 

Please write Warren C. Platt, Editor, 1213 
West 3rd St., Cleveland 13, Ohio. 











thing” if reports from the field indicated an answer was 
necessary. 

Still others said they felt nothing was to be gained 
by answering the article. Some said that an answer 
would only serve to keep the issue alive. Others said, 
in effect, “stir up mud and when you're through all 
you've got left is the same mud.” 

NPN feels there is a need for an answer. The indus- 
try too often has, in biblical fashion, “turned the other 
cheek.” Oil men last week were heard to comment they 
could “poke the article full of holes” with little or no ef- 
fort. That’s fine—oil men know. We feel the oil indus- 
try’s customers should know it too, and be made to see 
of what poor fabric Mr. Pollack wove his fantastic story. 


Country Will Benefit from Majors’ Top Men 
Talking Back to Politicians and Labor Bosses 


Big oil men, as well as other leaders of big industry, 
have at last begun to speak out frankly against our 
labor bosses and the conniving politicians and officehold- 
ers at Washington. All of which is a good sign, because 
if big business does not speak out in its own behalf it 
can hardly expect small business to do so and small busi- 


ness has been doing a great deal of the talking for big 
business for quite some years. 

In what is left of the current refinery workers strike, 
the Standard of Indiana has talked good straight language 
to its stockholders, the unions and their bosses and the 
public, something that few big oil companies have done 
to date in their histories. 


Said the Standard of Indiana the other week, 

“The strike at Whiting is the first of any consequence 
in more than sixty years. We believe it is mainly the 
result of the ambitions of a few leaders, who count on 
government to help them win, regardless of logic or eco- 
nomics... 

“Our company has always paid good wages and will 
continue to do so. But we will not pay unreasonable 
wages and will resist government compulsion in such 
matters. 

“Local bargaining in good faith has assured a fair deal 
and industrial peace for company and employes in the 
past and can be equally effective in the future. Nation- 
wide bargaining leads to excessive power in the hands 
of a very few labor leaders, and gets away from the 
proven value of dealing with our own employes who are 
familiar with local conditions.” 


And more power to them, that this forthright state- 
ment, issued when the fight was at its hottest, was over 
the signatures of Robert E. Wilson, chairman, and A. W. 
Peake, president. 


There is only one way for American business, big and 
little, to meet the false charges and downright lies of 
Truman, his palace guard, the labor bosses and four flush- 
ing members of Congress and that is right out in the 
middle of the public squares of our home towns, the his- 
torical sites of our battles for freedom, and from there 
hurl the facts which only will defeat those who seek to 
set up another form of government that is more than 
suspiciously like that advocated by one Joe Stalin. 








George W. Pickering Co., 
Pocahontas Fuel Co. Merge 


NEW YORK—Merger of Pocahon- 
tas Fuel Co., Inc., with George W. 
Pickering Co., Salem, Mass., oil and 


coal distributor, and its affiliated - 


Massachusetts fuel companies was 
announced May 28. 


Horace E. Davenport, while retain- 
ing the presidency of the Pickering 
companies, becomes vice president in 
charge of all New England opera- 
tions for Pocahontas Fuel Co., in- 
cluding oil terminal facilities at Port- 
land, Maine, which Pocahontas op- 
erates in association with California 
Oil Co. He is president of Independ- 
ent Oil Men’s Assn. of New England. 


In the merger, the Pickering stock 
will be exchanged for shares in Po- 
cahontas, according to the latter 
company’s president, Armstrong R. 
Matthews. 

Pocahontas, primarily a coal pro- 
ducer and shipper, has been supply- 
ing Pickering companies some of 
their bituminous coal in business re- 
lationship dating back to 1909, and 
of late has joined George W. Pick- 








ering Co. in operation of deepwater 
oil terminal at Salem. 

It has the largest and fastest 
ocean-going collier in the world 
(12,000 tons capacity), and _ will 
launch a sister ship next month, 
raising its capacity for shipping coal 
to New England to more than 2 mil- 
lion tons annually, Mr. Matthews 
said. 

Pickering companies include Pick- 
ering-Sprague, Breed; Union Coal & 
Oil Co., Kelly Coal & Oil Corp., and 
New England Distributors, Inc. 


Deaths 


Francis H. Marling, advertising 
manager for Pure Oil Co., Chicago, 
died suddenly at his home in Glen- 
coe, Ill., May 18. 

Mr. Marling had been with Pure Oil’s 
advertising department for 20 years. 
He was a native of New York City 
and a graduate of Princeton Univer- 
sity. 

* * + 

Thomas W. Simmons, 66, president 
of Simmons Oil, Inc. and a member 
of the Western Oil and Gas Assn., 
died of a heart ailment May 23 in 


Los Angeles. Mr Simmons was also 
president of the Johnson Pump Co., 
Walken Oil Co. and Johnson Inter- 
national and chairman of Hollywood 
Park race track. 


* * * 


Frank E. Wells, 83, head of the 
Wells Oil Refining Process Co., 
Columbus, for more than 30 years, 
died of a heart attack May 23 in 
Cleveland. 


A native of Iowa, Mr. Wells was 
in business in Fostoria, Ohio, before 
establishing the Wells Oil Refining 
Co. in Columbus. 

At the time of his death, he was 
with the Howe Manufacturing Co., 
Cleveland. 

* * * 


Walter Miller McGee, 92, retired 
director and vice president of the old 
Vacuum Oil Co., died May 30 in 
a Plainfield, N. J., hospital. 

Mr. McGee, who retired in 1929, 
was associated with oil companies 
for 50 years, first with Standard Oil 
Co., and later with Vacuum Oil, 
which was founded by his father, 
the late James A. McGee. 
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A jobber said 
a lot for his in- 
dustry when John Harper, National 
Oil Jobbers Council chairman, ad- 
dressed a New York State engineer- 
ing college’s petroleum symposium 
for social studies teachers, textbook 
writers and students recently (see 
May 28 NPN, p. 22). 


Mr. Harper was on the program at 
Rensselaer Polytechnic Institute to 
show how the Independent fits into 
the industry picture. He carried out 
that assignment with a philosophical 
comparison of Independent with ma- 
jor which was understandably preju- 
diced in favor of the Independent. 

However, as excerpts from his talk 
(below) will show, the major could 
only have gained by Mr. Harper’s 
comparison as the “better-heeled” 
part of an industry in which “the 
Independents have _ consistently 
walked off with an ever-increasing 
share of the business” in the 41 years 
since the break-up of the old Stand- 
ard Oil trust. 

We know of at least one student 
who heard him who undoubtedly 
would choose to “go Independent” if 
he were seeking an employer today, 
such was his reaction to Mr. Har- 
per’s affirmation of a jobber’s faith 
in his vocation. Above all, though, 
that student obviously had a better 
impression of the industry as a whole 
than he had before the meeting. 

Mr. Harper told first of the ad- 
vantages “without question” of the 
major company—its size, which gives 
a feeling of stability to both em- 
ployes and customers and means ade- 
quacy of funds for development and 
expansion, efficiency and co-ordina- 
tion through integration, opportuni- 
ties for advancement, high compensa- 
tion, “the best” working conditions, 
sick benefits, pensions, insurance and 
savings plans, opportunities for 
specialization, and research facilities. 

“What arguments can be ad- 
vanced,”’ asked Mr. Harper, “for the 
existence of the small Independent 
in the face of this array? First and 
foremost, he makes his own decisions. 
He stands or falls as a result, but 
because he is always in personal 
contact with each situation, he gen- 
erally knows the answers... in mar- 
keting, at least ... he has brought 
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ATLANTIC COAST 


What Do Independents Offer Youth? 
Chance to Stand on Own Two Feet 








By Raymond E. Bjorkback, Eastern Editor. 


about most of the innovations and 
improvements. 

“In fact, it is this very local qual- 
ity—or provincialism, if you will— 
that is the small fellow’s chief asset 

. He is the company .. . and it 
must be assumed that his personal 
interest and the service he is able 
to provide outweigh for (his custo- 
mers) whatever advantages there 
may be in dealing with a great corp- 
oration. 

“There are inducements for the em- 
ploye of the small company, too... 
His efforts and abilities are quickly 
recognized and rewarded. He is fre- 
quently called upon to exercise his 
own judgment and initiative, with the 
knowledge that his advancement will 
be geared directly to his usefulness 
to the firm rather than to a rigid 
and predetermined formula... He 
is given the opportunity to learn the 
whole pattern of operations. And, 
provided he ‘makes good,’ he may 
hope eventually to acquire ownership 


MIDWEST 


Jobbers have 
complained fre- 
quently since the inception of the Oil 
Industry Information Committee pro- 
gram that they were called upon to 
help do the work but seldom, if ever, 
had anything to say about setting 
policies or determining how the pro- 
gram was to be carried out. 

That situation has been changed 
this year, particularly in the Great 
Lakes District of Wisconsin, Illinois, 
Indiana and Michigan. 

When Frank V. Martinek, assistant 
vice president of Standard Oil Co. 
(Indiana), became chairman of the 
Great Lakes District last January, 
his first declaration was that the pro- 
gram would fail unless more Inde- 
pendent marketers participated. His 
first duty and responsibility, he said, 


of the firm in whole or in part... 


“There are currents and forces 
abroad today that did not exist... 
20 or 30 years ago. William H, Whyte, 
Jr., has expertly dissected one of 
these phenomena in his recent book, 
‘Is Anybody Listening?’ He calls it 
‘Groupthink’ . . . I see evidences of 
‘Groupthink’ all over the place. I 
see it in the young man who decides 
to work for a large company rather 
than a small one because he feels the 
large one will somehow give him 
more prestige. I see it in the husky 
20-year-old to whom a pension plan 
obscures other considerations. I see 
it in al] the rush and clamor to ‘join’ 
something—anything big and secure 
and safe .. . We've swapped oppor- 
tunity for an annuity. 


“Perhaps it’s not too late. Perhaps 
some of you know some youngsters 
who are still eager to live as individ- 
uals, with all the dangers that im- 
plies, instead of as units in a great, 
protective group. Good. Tell them 
to go into the oil business. Tell 
them to go it alone—as Independents. 
And if you know one who really 
wants to test his mettle, send him 
down to Long Island. I won’t move 
over to make room for him, or 
guarantee his security, but if he is 
the kind that thrives on competition, 
he will get plenty of stimulation 
from majors and Independents alike.” 


Independents Taking Major Role 
In Great Lakes OIIC Activities 


By Leonard Castle, Midwest Editor 


was to convince all Independents that 
the OIIC is not a major company 
promotion, but that the welfare of 
the Independent segment is as much 
at stake as that of the majors. 

In the five months he has headed 
the four-state program, Mr. Martinek 
has succeeded beyond expectations 
in putting this policy into effect. To 
help determine policy, and to carry 
out the program, he has surrounded 
himself almost 100% with Independ- 
ents. The only major company men 
holding key posts other than Mr. Mar- 
tinek are Frank Allerton of Socony- 
Vacuum, Michigan state chairman, 
and R. L. Williams of Shell, vice 
chairman in charge of publicity. 

. o * 


One of the first things he did was 
to convince the presidents of the 
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four state jobber associations — 
Everett Yerly of Wisconsin, Roy J. 
Thompson of Illinois, James C. Clarke 
of Michigan and Francis Schuster of 
Indiana—that they should become ac- 
tive working members of the district 
committee. 

Then he enlisted the support of the 
four jobber association secretaries— 
Kenneth C. King of Wisconsin, E. 
Keith Edwards of Illinois, Robert R. 
Moore of Indiana and Joseph Hadley 
of Michigan—-as members of the im- 
portant executive and operating com- 
mittee. 

Both these moves were significant 
because some of the jobber associa- 
tions had been extremely critical of 
OTIC in the past and reluctant to 
take much part in its activities. But 
Mr. Martinek’s appeal was that he 
welcomed their complaints and crit- 
icisms and felt they could be better 
expressed and solved if the complain- 
ants were working from the inside, 
rather than the outside. 

As state chairmen of OIIC, aside 
from Mr. Allerton, three other Inde- 
pendents were chosen. They are 
Gene Williams of Gaseteria, Indian- 
apolis; Don H. Gallagher of Black 
Eagle, Milwaukee, and Charles J. 
Wood of the Harry P. Dunn Co., Chi- 
cago. 

Of the six vice chairmen, five are 
Independents, Mr. Williams of Shell 
being the only major company rep- 
resentative. The others are W. R. 
Williams of Smith Oil & Refining, 
Rockford, Ill., agriculture; Mrs. Miles 
G. Schermerhorn, The Schermerhorn 
Co., Peru, Ill. women’s activities; 
Hoyt Ogram, Kanotex Refining Co., 
Chicago, Oil Progress Week; L. R. 
Kamperman, Leonard Refineries, 
Alma, Mich., school program; and 
G. C. McVeigh, National Refining 
Co., Indianapolis, speakers. 


Mr. Kamperman, in addition to 
heading up the all-important school 
program, recently was chosen as dis- 
trict vice chairman, Mr. Martinek’s 
assistant. This puts him in line to 
succeed Mr. Martinek and when that 
occurs, the Great Lakes District for 
the first time will be headed by an 
Independent, 

How well the policy of getting 
jobber criticism from the inside, in- 
stead of the outside, has worked out 
was proved at a recent meeting of 
the executive and operating commit- 
tee. All four of the jobber associa- 
tion secretaries were present while 
H. F. Horning, secretary of the 
Northwest Petroleum Assn. and of 
the National Oil Jobbers Council, sat 
in as an observer. 


At the outset, Mr. Martinek stated 
that he knew there had been consid- 
erable jobber criticism of the OTIC 
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program. Then he warned all five 
jobber secretaries that he would be 
calling on them for an airing of their 
views and would be unhappy if they 
“held their punches and didn’t speak 
their minds.” 

As a result, each secretary stated 
his views, and those of his associa- 
tion, openly and frankly. This led to 


PACIFIC COAST 


Pe». “It’s hell just 
to sit here and 
how much longer 
you're going to be in business and 
not be able to do anything about it,” 
remarked “Jack” Morrison. 

Jack Morrison is Herman F. Mor- 
rison, president of the Northwest Oil 
Co., for 19 years one of Oregon’s 
principal Independent marketers. His 
office is on the company’s tank farm 
hard by the waterfront of the Willa- 
mette River, in the St. Johns dis- 
trict outside Portland, Ore. 

Mr. Morrison said his company has 
been selling 1,400,000 to 1,500,000 
gals. of gasoline a month throughout 
Oregon. But his suppliers told him 
in April they could not provide him 
with more than 750,000 gals. a month 
and after Aug. 1, they couldn’t prom- 
ise anything. 

“I have tried all the majors, but I 
can’t get a drop there,” Mr. Morrison 
remarked. “I’ve been trying to work 
out a deal with Sunset Oil in Los An- 
geles but it hasn’t come off. I’ve been 
sitting here all day waiting for a call 
from them. I’ll lose money on it, but 
it would be worth it to keep my dis- 
tributors and stations supplied. 

“T’ve told the distributors if they 
can make any deals for gasoline to 
go ahead and grab it. I can’t prom- 
ise them anything. What hurts is 
that those stations are going to be 
supplied by someone—they won’t go 
dry. If the situation is that bad, 
there ought to be rationing. But gas- 
oline is around. I know of two com- 
panies that are soliciting new busi- 
ness and signing. it up wherever 
they can.” 


wonder 


. . * 

Mr. Morrison said he didn’t think 
he was the only Independent having 
trouble obtaining gasoline. He knew 
of some others in Washington and 
Oregon who were distributing on a 
hand-to-mouth basis. 

As an indication of the tightness 
of supply, he explained, the wholesale 
price had been as low as 4.5c per 
gal. off tank wagon, but recently it 





a general round table discussion of 
what was wrong, and what was right, 
about the OIIC program, how the 
wrongs could be corrected and the 
aims of OIIC properly carried out. 
This clearing of the air brought 
about a united front among jobbers 
and majors in their determination to 
earry oil’s story to the public. 


Finding Gasoline Suppliers Is Top 
Problem, Independent Marketer Says 


By Frank Breese, Pacific Coast Editor 


has been shortening to 2c off tank 
wagon. Tank wagon prices in Oregon 
are 23c per gal. for regular and 25c 
for premium, including 8c state and 
federal taxes. Common retail posted 
prices are 27.5c and 30c. 

Mr. Morrison said if he had to cut 
his distributors and outlets by 50 
percent, he was afraid the lost busi- 
ness might become permanent and 
cause further losses. That, he said, 
probably would have an adverse ef- 
fect on the tire and lut: oil sales 
which have been strong. 


‘Although there had been talk of 
a shortage, there was no clampdown 
until last fall, said Mr. Morrison. 
“Last October, our supplier, Han- 
cock Oil Co., served six months notice 
on our contract which runs until 
Aug. 1. They said their contract with 
General Petroleum was being termi- 
nated, but they expected to supply us 
the contracted amount of 1,000,000 
gals. a month until Aug. 1, when the 
contract expires. Later we were told 
that would be cut 25% on April 15. 

“We had been buying an additional 
400,000 gals. per month from United 
Petroleum Corp. Since April we have 
received nothing from them.” 

“I didn’t realize it would be seri- 
ous until six weeks ago,” commented 
Mr. Morrison. “Knowing there was 
gasoline around, I felt sure I could 
get it somewhere. But I’ve tried every 
place, and they say they just don’t 
have any to sell me.” 

The operation requires 700,000 gals. 
a month to break even, Mr. Morrison 
explained. Inability to expand vol- 
ume he fears may weaken the busi- 
ness structure. Based on first quarter 
sales, 1952 gross would exceed $5 
million. 

Mr. Morrison said the outlook has 
been ‘so bleak he had thought serious- 
ly of liquidating the business. I would 
come out all right,” he remarked, 
“put I hate to think what would hap- 
pen to those other guys, like my dis- 
tributors.” 
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SIX OFFICERS of North Carolina Oil Jobbers Assn., shown with convention speaker, at May 25-27 meeting in Pinehurst. Left to 
right are: E. Wimmer, National Federation of Independent Business, Inc., a speaker; G. E. Maultsby, association 2nd vice president; 
Sterling D. Wooten, president; W. A. Parker, executive secretary; Forest C. Roberts, 1st vice president; Donald M. Ward, assistant 


to the secretary; and Swannie D. Bryan, treasurer 


North Carolina Jobbers Press Fight 
For County Bids on State Oil Needs 


By GLENN M. GREEN, JR. 
NPN Staff Writer 


PINEHURST, N. C. — Interests 
ranging from increased margins to 
bidding methods for state petroleum 
products contracts occupied the North 
Carolina Oil Jobbers Assn, at its May 
25-27 spring meeting. 

A lively discussion of the proposed 
Office of Price Stabilization order 
increasing East Coast heating oil 
prices wound up with submission of 
the matter to committee for study 
and recommendations, 

More than 300 jobbers and wives 
attended the meeting, which also 
featured speeches on Washington 
political affairs, the value of good 
marketing procedures, probable forth- 
coming OPS actions, the fuel oil out- 
look and the forces threatening small 
business. 

Here are the highlights of the ses- 
sion: 

Bidding — The association unani- 
mously approved a resolution ad- 
vanced by Roby E. Taylor, chairman 
of the Special Committee on State 
Bidding for Petroleum Products, call- 
ing for county-by-county bidding as 
opposed to statewide bidding. 

Mr. Taylor attacked statewide 
method as a system “rigged for 
monopoly” and compared it to a 
“county fair faro wheel.” He rapped 
the bidding methods used by Esso 
in securing a recent statewide con- 
tract. 

The resolution asked the State 
Board of Purchase and Contract to 
“discontinue” the statewide system 
or, if bound by statute to observe it, 
to join the association in securing 
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passage of law “that will permit the 
board to discontinue this practice.” 

It commended the board for pur- 
chasing dispensing equipment and in- 
stalling larger storage and suggested 
that the program be continued until 
all state installations using as much 
as 2,500 to 3,000 gals, per month are 
equipped to receive transport deliver- 
ies. 

The resolution also requested the 
board to keep a county-by-county rec- 
ord of the purchases and needs for 
petroleum products at all state in- 
stallations by each method of delivery 
and to make this information avail- 
able to any interested persons as a 
guide on future bidding. 

It called, in addition, for a change 
in regulations to permit an increase 
in the contract price for gasoline, as 
well as the presently-required de- 
crease, if the posted tank wagon or 
tank car price changes, This allow- 
ance already is included in kerosine 
and fuel oil contracts. 

In connection with the bidding ques- 
tion, the association discussed the 
suggestion recently advanced by Otis 
Ellis, genera] counsel, National Oil 
Jobbers Council, that a “Buy North 
Carolina Act” might be the answer to 
the bidding problem. 

In requesting the association’s re- 
action, Mr. Ellis wrote that he is 
“seriously considering” suggesting 
that procedure to other jobber groups. 
Such.a law would favor North Caro- 
lina jobbers over outside bidders un- 
less the price disparity was unrea- 
sonably great. It was noted that the 
state has a statute thus benefitting 
manufacturers, but not applying to 


wholesalers. The question was re- 
ferred to the Grievances Committee 
headed by Frank M. Kenan, 

Margins — J. Parks Gwaltney, 
chairman of the association’s newly- 
organized Jobber-Supplier Relations 
Committee, pointed out that major 
companies were reluctant to talk over 
margins and prices with a committee 
representing various branded prod- 
ucts as a whole because there might 
be a question of antitrust law viola- 
tion. 

Instead, he suggested, the associa- 
tion’s committee should be divided 
into subcommittees, each represent- 
ing a single major brand of products. 
He said that nothing in the law pro- 
hibits a major company from dis- 
cussing margins and prices with job- 
bers handling its own products. 

“I think that is the only way we 
are going to get anywhere on mar- 
gins,” Mr. Gwaltney told the meeting. 
Represented on the 12-man commit- 
tee are marketers handling Cities 
Service, Socony-Vacuum, Richfield, 
American, Texaco, Shell, Republic, 
Crown, Atlantic, Sinclair, Esso and 
Pure products. 

East Coast Increase—Some mem- 
bers favored putting the association 
on record as demanding that any 
tank car increase for heating oils on 
the East Coast should be accom- 
panied by a tank wagon price boost, 
giving the marketers a wider margin 
spread, somewhere in the neighbor- 
hood of 0.lc per gal. However, an 
opposition motion was advanced to 
denounce any increase whatsoever at 
this time as “unwarranted.” 

Both motions were withdrawn and 
the matter was referred to the Job- 
ber-Supplier Relations Committee for 
study. Although the committee was 
not specifically instructed to do so, 
it was indicated that it should dis- 
cuss the situation with Mr. Ellis, 
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looking toward conferences with OPS 
in Washington. 

W. L. Heinz, executive secretary of 
the South Carolina Oil Jobbers Assn., 
asked that the committee consider 
the matter of “timing” on the pro- 
posed increase on the basis that it 
would be “disastrous” for a price 
increase to be effective June 1 or 
shortly thereafter, before jobbers 
were able to fill their storage tanks. 


Pump Labeling — The association 
unanimously endorsed a _ resolution 
condemning the gasoline pump label- 
ing policy recently adopted by the 
State Gasoline and Oil Inspection 
Board, which is to become effective 
July 1. 

The board has decided to require 
that each pump be labeled either 
“premium” or “regular” in accord- 
ance with specified minimum stand- 
ards. 

The association declared that stand- 
ards set by each company conform, 
in all cases, to at least the state’s 
minimum requirements and are high- 
er in many cases and that labelling 
would “be an injustice’ to those 
companies having higher standards. 
Furthermore, the group asserted, the 
practice would, in effect, “mislead 
the public rather than lend some ele- 
ment of protection.” 


Price Control—W. A. Stokely, chief, 
petroleum section, Richmond Regional 
Office of OPS, told the jobbers that 
OPS district offices should receive 
authority by June 8 to act on pric- 
ing problems and applications arising 
from Ceiling Price Regulation 13 (re- 
tail petroleum sales), thus bringing 
those pricing decisions closer to the 
persons they affect. Washington re- 
cently delegated the authority to re- 
gional offices. 

More significantly, he predicted 
that decentralization of authority 
from Washington to the field is in 


the mill for at least part of Ceiling 
Price Regulation 17 (wholesale pe- 
troleum transactions) although he did 
not spell out the portions of the ord- 
er being considered for delegation. 

Mr. Stokely did, however, tell the 
association that Washington is con- 
sidering relief for those jobbers who 
are forced to sell heating oils in less- 
than-tank-wagon lots at tank wagon 
prices because of competitive condi- 
tions existing at the time of the price 
freeze or since. He indicated that 
some method of using the “in line” 
pricing formula may be applied when 
jobbers can show that competitors 
are making the small deliveries at 
more equitable prices. 

The regional petroleum price chief 
also told the jobbers that Washington 
OPS headquarters very probably will 
shortly decontrol sales of used crank- 
case oils, though not sales of the re- 
refined product itself. 

The association’s board of direc- 
tors, meanwhile, favored legislation 
requiring clear labeling of reclaimed 
oil, but it was referred to the Legis- 
lative Committee for consideration. 

Truck Weighing -— Association 
treasurer Swannie D. Bryan advised 
the members that the state has defi- 
nitely selected a site in Raleigh for 
a weight calibration station on pe- 
troleum transport vehicles and that 
the station should be in operation by 
next fall, 

Under rigidly-accurate conditions, 
each vehicle will be calibrated for 
the proper type of product and 
equipped with a marker. Inspection 
of this marker on a loaded truck 
and comparison with the required 
bill of lading can be substituted for 
the lengthy side-of-the-road weigh- 
ing procedure. 

Mr. Bryan said the calibration pro- 
cedure will be accomplished, from 
start to finish, in 30 minutes or less, 
weighing all four axles at once. 


Pensions The jobbers were told 
that, due to government regulations, 
it was impracticable for the associa- 
tion to establish a pension plan and 
were advised to set up their own com- 
pany plans in the interest of better 
management-employe relations. 


Speakers—-Frank W. Lovejoy, Sea- 
board Oil Corp., discussed the value 
of proper marketing practices and 
urged the members to key their sell- 
ing methods to psychology. 

Frederick C. Othman, Washing- 
ton columnist, drew on his store of 
federal government foibles to give 
the association a picture of the con- 
fused and frequently corrupt situa- 
tion in the nation’s capital. 


Edward Wimmer, National Federa- 
tion of Independent Business, pre- 
dicted Congress will soon consider di- 
vorcement legislation and warned 
against the forces of “Big Business, 
Big Labor and Big Government” 
which he declared would eventually 
drive the Independent jobber into “a 
relief line or the Communist line” 
unless checked. 

He asserted that a bill aimed at 
the separation of manufacturing and 
processing functions from marketing 
and distributing—in the petroleum in- 
dustry as well as other fields—will 
be studied by Congress by the end of 
this year or early next year. 

Robert Gray, editor and publisher 
of Fuel Oil and Oil Heat, charged that 
“scare publicity” on a possible fuel 
oil shortage this winter is being 
“definitely planted” in the press to 
frighten potential fuel oil consumers 
and dampen the enthusiasm of fuel 
oil marketers for expansion. 

He blamed the situation on the re- 
luctance of refiners to increase runs 
of fuel oils and the failure of the 
industry to fight for higher fuel 
prices. 





- 


COMMITTEE CHAIRMEN named by Tennessee Oil Men’s Assn. to keep association informed on industry issues. Left to right 
are: G. B. Dickey, Jr., TBA Committee; John F. Cummins, Supply and Contracts; Mrs. Sam H. Arnold, Membership; James W. 
Perkins, Legislative; and William D. Pettway, Insurance 
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Tennessee Jobbers Appoint ‘Watchdog’ 
Groups to Study Day-to-Day Problems 


By NPN Staff Writer 


NASHVILLE, Tenn. — Tennessee 
jobbers have launched a new pro- 
gram aimed at promoting “all-for- 
one” co-operation throughout the 
year. 

At its May 25-27 meeting in Nash- 
ville, Tennessee Oil Men’s Assn. es- 
tablished standing committees to help 
members in the interval between 
semi-annual meetings. Duties of the 
committees will be to: 

1. Receive data on all matters re- 
lated to association problems. 

2. Try to adjust any grievances. 

3. Analyze problems reported by 
members, prepare recommendations, 
and report at regular association 
meetings. The goal as proposed by 
President E. J. Connable is to keep 
members in close touch with com- 
mon problems, and to provide help 
on a continuing basis, rather than 
twice a year at meetings. The com- 
mittees named, with their chairmen, 
are: 

TBA—G. B. Dickey, Jr., American 
Oil Co. of Tennessee, Nashville. 

Supply and Contracts—John F. 
Cummins, Cumberland Oil Co., Nash- 
ville. 

Membership— Mrs. Sam Arnold, 
Elk Oil Co., Fayetteville. 


Legislative-——James W. Perkins, 
Petroleum Facilities, Inc., Nashville. 

Insurance — William D. Pettway, 
Pettway Oil Co., Chattanooga. 

These chairmen will appoint their 
own committees. 

Speakers at the meeting were: 

—G. L. Switzer, manager of Shell 
Oil Co.’s Retail Department, New 
York, who told how to make more 
profit from TBA, lubrication and 
services. 

—E. L. Hoffman, manager of So- 
cony-Vacuum’s Product Loss Control 
Department, New York, who outlined 
how to cut stock losses in small bulk 
plants. (A partial text of Mr. Hoff- 
man’s talk will appear in a later 
issue.) 

—cC. T. Stone, of Esso Standard’s 
Sales Engineering Department, New 
York, who reviewed the development 
of modern motor oils. 

Registration at the meeting was 
the largest in history, and included 
53 wives. As evidence of its public 
interest, the association decided to 
present $100 to each of three organ- 
izations—the American Cancer So- 
ciety, the Heart Assn., and the Na- 
tional Foundation for Infantile Par- 
alysis. 

In addition, the association award- 
ed plaques for “outstanding serv- 
ices” to its immediate past presi- 
dent, John C. Howren, Holston Oil 
Co., Johnson City, and to three other 
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Accent on Jobbers 


Illustrating his familiarity 
with jobbers’ problems in his 
talk at the Tennessee Oil Men’s 
Assn. meeting, Shell’s George 
Switzer revealed his company 
sells 38% of its automotive 
gasolines, lubricants and other 
products through about 700 
jobber accounts. He added 
Shell at present is converting 
more than 200 direct-operated 
areas to jobber type distrib- 
ution. 

Mr. Switzer himself was a 
jobber in Rochester, N. Y., for 
six years. He was president of 
Seneca Stations, Inc., founded 
in 1923 and sold to Shell in 1929. 
The company had more than 15 
stations of its own. 











members: R. S. Kennedy, R. S. Ken- 
nedy Oil Co., Knoxville; Hall Gallo- 
way, Westate Oil Co., Milan; and 
G. B. Dickey, Jr. 

Business Is There — TBA, lubri- 
cation and services can be real money 
makers if stations go after the busi- 
ness, Mr. Switzer told the meeting. 
Stressing that there will be plenty 
of chances to sell, he pointed out 
gasoline demand will increase about 
5% this year, and about 3% for sev- 
eral years. Furthermore, he recalled 
the recent prediction of American 
Automobile Assn. that highway va- 
cationing in the next six months 
would be 10% to 15% greater than 
last year’s record volume. 

Translated into sales potential, Mr. 
Switzer said U. S. passenger car 
owners are in the market this year 
for: 

TBA 

Lubrication and 

services 


$2,958,166,270 
$2,351,187,627 


Total $5,309,353,897 
In Tennessee alone, the potential is: 
TBA $50,697,761 
Lubrication and 
services $39,217,980 
Total .. $89,915,741 
In his TBA estimates, Mr. Switzer 

did not include the following items 

sold at service stations: 

Annual U. S. 
Potential 
(Millions) 

$400 
$ 70 
$ 67 


Truck and bus 
tires and tubes 
Farm tires and tubes 
Recapping 
Small electrical 
appliances ...$371 
(Mr. Switzer’s figures are largely 
taken from a full report he has pre- 


pared on station potentials for 1952 
The report was described in NPN 
March 5, 1952, p. 69.) 

Balanced Selling—But it is not 
enough to know the market is there, 
Mr. Switzer emphasized. Dealers 
must do a balanced sales job to make 
the most of it. He said balanced 
selling can result in a “chain of 
gross profits which will add better 
than 100% to the gross profit for 
gasoline,” as follows: 

Gross Profit 
Per Gal. Gas. 
1.26c 
4.02c 
1.65c 
1.09¢ 
1.52¢ 
0.46c 


10.00c 


Assuming gasoline gross profit is 
5c per gal., the gross profit from 
merchandise and services would thus 
be 100% greater than that for gaso- 
line. 

Lubrication Profits—Calling atten- 
tion to the great value of lubrication 
in leading to TBA sales, Mr. Switzer 
recommended lubrication charts that 
have “as much information as pos- 
sible” about the customer’s car. 
These, he said, eliminate “the need 
for the dealer to refer to the multi- 
tude of manufacturers’ specification 
books.” He also called door jamb 
stickers and follow-up systems vital 
to successful lube and TBA business. 

“The dealer who cannot meet the 
customer’s need for proper lubrica- 
tion,” Mr. Switzer observed, “will 
find that sooner or later his custo- 
mer will go where he can get it. Ac- 
cording to the 1951 Crowell Collier 
survey, 60° of all lubrication for 
cars of all ages is done by service 
stations—as compared to 20% by 
car dealers, and 8% by independent 
garages.” He cited these figures to 
show that motorists expect stations 
to be equipped and ready to serve 
them. 

Selling Full Line—“It was only a 
few years back,” Mr. Switzer noted, 
“when a jobber could realize a sub- 
stantial profit by simply selling gas- 
olines, motor oils and greases to deal- 
er accounts. Today, however, in or- 
der to realize the most profit he 
should sell the full line wherever 
there is a market for it. This full 
line includes gasolines, motor oils, 
greases, kerosine, fuel oil, antifreeze, 
insecticides, ‘specialties and TBA. 

“Just as do the oil companies, he 
should solicit all classes of business 
in his trading area: dealers, farm 
trade, truckers, commercial accounts, 
industrial accounts and any other 
class of prospect. Selling the full 
line is and should be the oil compa- 
nies’ objective, because this utilizes 
their marketing plants fully and ef- 
ficiently, and gets the most out of 
their trucks.” 


Motor oils, lubes 
Lube services 

Other services 

Tires and tubes 
Batteries, accessories 
Other merchandise 
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LUBRICATION MEN register for API Lubrication Committee meeting at Mayo Hotel, Tulsa, May 27 


Public, Employe Education Seen ‘Must’ 
For New API Motor Oil Classifications 


By HOLGER RIDDER 
NPN Staff Writer 


TULSA—tThe oil industry was told 
last week (May 26-28) that the new 
API service classifications for motor 
oil (see NPN May 7, p. 56) are al- 
most certain to be adopted by the 
automotive industry, but that if the 
classifications are to be included 
in car owner manual recommenda- 
tions, the oil industry must “start 
immediately on a very active educa- 
tional campaign.” 

API Lubrication Committee, meet- 
ing here at the Mayo Hotel, acted 
quickly to make available at the 
earliest possible date an educational 
booklet on the new service classifica- 
tions and their application. It is an- 
ticipated that the booklet will be 
ceady for distribution before the Sep- 
tember meeting of the Lube Commit- 
tee in Atlantic City. 

The committee stressed, however, 
that individual oil companies need 
not wait for publication of the API 
booklet before putting into effect 
their own educational efforts for com- 
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pany personnel. Consensus was that 
the sooner each company gets started 
on an educational program, the bet- 
ter the chances that the classifica- 
tions will be included in 1953 car 
owner manuals. Many oil men at 
the convention indicated their com- 
panies would start immediately to ed- 
ucate their own personnel regarding 
the classifications. 


While there may be some minor 
changes in the finalized API book- 
let on classifications, context of the 
classifications and explanations as 
carried by NPN (May 7, p. 56) will 
be unchanged and can be used as a 
basis around which individual com- 
panies can prepare their own educa- 
tional material. 


API Lube Committee voted that 
motor oil service classifications and 
explanations as adopted unanimously 
at the November, 1951, API meeting 
of the committee be used “verbatim” 
in any API publication with minor 
editorial changes in the explanations 
permitted, and with additions per- 
mitted if desired. In addition, a panel 


composed of G. A. Rounds of Socony- 
Vacuum, M. D. Gjerde of Indiana 
Standard and Harry Moir of Pure 
Oil, was authorized to complete the 
API booklet without further reference 
to the Lube Committee, but subject to 
approval of the API president and 
board of directors. Latter action was 
taken to expedite completion of the 
booklet and to get an industry-wide 
educational program underway at the 
earliest possible date. 


The booklet is expected to prove of 
greatest value to Independent mar- 
keters and/or oil companies lacking 
the personnel or facilities to set up 
their own educational program. How- 
ever, it is anticipated that majors 
also will make use of the booklet. 


Other highlights of API Lube meet- 
ing follow: 


Choose the Oil for the Service, by 
M. D. Gjerde, Indiana Standard—He 
declared general acceptance of the 
new system of motor oil classifica- 
tions will depend on the enthusiasm 
and thoroughness with which the 
service classifications are adopted by 
the oil industry itself. He pointed 
out: 


“These service classifications offer 
two basic advantages which are bene- 
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ficial to the automotive and oil in- 
dustries and to their mutual custo- 
mers... 


“1—They provide a means for the 
automotive industry to indicate to 
the oil industry the lubrication re- 
quirements of engines. 


“2—They permit the oil industry 
to develop motor oils of most suitable 
performance quality for the service 
intended .. .” 


He emphasized that where an au- 
tomotive manufacturer, under the new 
system, would recommend an oi] for 
a certain service classification (such 
as MS), the oil supplier accepts the 
responsibility to provide the product 
which meets those service demands. 
He added: 

“The new API service classifica- 
tions should be of appreciable assist- 
ance in choosing the oil for the serv- 
ice. The benefits they offer to the 
automotive industry, the oi] indus- 
try, and their mutual customers can- 
not be realized, however, unless both 
the automotive and oil industries give 
wholehearted support to the classi- 
fications... 


“The favorable reactions to the 
classifications expressed by represen- 
tatives of leading automotive manu- 
facturers who co-operated in their 
development justify the assumption 
that they will support them. How- 
ever, the degree and the expediency 
with which they do so will depend 
upon the enthusiasm and thorough- 
ness with which the classifications 
are adopted by the oil industry. 


“The oil marketer must give care- 
ful attention to recommendation of 
the proper type of his oil for service 
requirements, and must do the neces- 
sary educational work to have all of 
his personnel concerned made familiar 
with the new API service classifica- 
tions and their application.” 


Service Designations for Lubricat- 
ing Oil for Automotive Type Engines, 
by H. C. Mougey, General Motors 
Corp.—He expressed confidence that 
new classifications will be adopted by 
the automotive industry, but he 
warned that an intensive program of 
public education in the new: system 
must be launched at once. He pointed 
out: 


“ ... It will take considerable time 
and work for the present nomencla- 
ture of ‘Regular,’ ‘Premium’ and 
‘Heavy Duty’ to be replaced by the 
new API system of .. . classifications 
and designations . . . It is my belief 
that there must be a transition period 
in which both the present system and 
the new system will have to be used 
simultaneously and that the oil in- 
dustry will have to educate the public 
in regard to the new system, since 
the actual physical contacts in lubri- 
cation matters are made to a very 
large extent between the oil industry 
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and the public and to a very much 
less extent between the automotive 
industry and the public. The auto- 
mobile industry cannot give up the 
use of the name ‘Heavy Duty’ and 
replace it’ by MS, DG or DS until 
the public understands what is meant 
by MS, DG or DS, and until the public 
is able to translate its present think- 
ing in terms of the API system now 
in use to that of the new system. 


“I believe that this will require 
a general recognition of the manner 
in which oils now classified by the 
present system would be classified 
by the new API system. It is my 
understanding that this relationship 


oe 


is as follows: 

“The present ‘regular’ oils would 
correspond to the oils for use under 
ML service conditions. 

“The present ‘premium’ oils would 
correspond to the oils for use under 
MM service conditions. 

“The present ‘heavy duty’ oils 
would be divided into three groups: 

“1—The present 2-104B, MIL-0- 
2104 and Supplemental List 1 oils 
would all fall into the group of oils 
that would be recommended for use 
under ‘MS service condtions’ ... 

“2—The present MIL-0-2104 and 
Supplemental List 1 oils would fall 
into the group of oils that would be 


There are grounds for greater safety . . . 


install ELECTRONIC GROUND INDICATORS 


No bulk plant should be without them. Posi- 
tive indication for greater protection against 
static electricity at loading racks and chemi- 
cal terminals. 


*SURE—be POSITIVE that some wiring break, 
rust or carelessness is not causing a faulty 
ground which can lead to FIRE! 


*SIMPLE—installed in the normal grounding 
circuit, Gilbarco’s indicator gives “go ahead” 
by means of light or audible signal only when 
positive grourid is established. 


GREATER SAFETY is sound business insurance — 
write today for full details on Gilbarco Elec- 
tronic Ground Indicators. 


West Springfield, Mass. 


Gilbert & Barker Mfg. Company 
Toronto, Canada 
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Our success speaks for 
itself! We service many of 
the nation’s largest retail- 
ers, with modern facilities, 
manned by highly trained 
and experienced personnel. 


If you are, or could be, a 
volume user of recapped 
tires, we'll gladly show you 
how to earn big profits, 
have continuous turnover. 


Your letter, ‘phone call or 
wire will bring our repre- 
sentative, without obligation. 


SELL THEM WITH A 


WRITTEN GUARANTEE! 


The Nation’s Largest 
SERVING 
The Nation’s Largest 


Among those looking to us for 
dependable recapped tires: 


STRALSS: STORES 


- <p: 
NC, came 
and we are also engaged in fulfilling 


U.S. GOVERNMENT CONTRACTS 














* 


LUBRICATION 





SPEAKERS at API Lube meeting in Tulsa included (left to right): Bruce Boehm, 
Enjay Co., Inc., New York; H. C. Mougey, General Motors Corp., Detroit; E. T. Knight, 


Atlantic Refining, Philadelphia; M. D. Gjerde, Indiana Standard, Chicago, and D. F. 
Hollingsworth, Du Pont Co., Wilmington, Del. 


recommended for use under ‘DG serv- 
ice conditions’. 

“3—The present supplemental List 
2 oils would fall into the group of 
oils that would be recommended for 
use under ‘DS service conditions’... 

“I believe that the only way in 
which the new system can be put 
into effect is for the oil and automo- 
tive industries to start using it and 
for both industries to start educa- 
ting the public. As soon as the pub- 
lic begins to understand the new sys- 
tem and is able to determine for it- 
self whether or not the oil . . . dis- 
tributed by . . . the filling station is 


the kind of oil recommended by the. 


automobile company, the system will 
begin to operate, and the automo- 
bile companies can then make use of 
the new system in their car owners’ 
manuals and in their recommenda- 
tions. This means that if the new 
system is put into use in the 1953 car 
owners’ manuals, the oil industry 
must start immediately on a very ac- 
tive educational campaign and it must 
make suitable arrangements for 
identifying the oils at the filling sta- 
tions in terms of the new system, 
with the probable necessity of also 


continuing the present use of the 
identification ‘heavy duty’ or ‘HD’ un- 
til the public is able to translate 
from the present system to the new 
system.” 

Factors in the Additive Treatment 
for API Service MS, by Bruce Boehm, 
Enjay Co., Inc.—He told the Lube 
Committee that by adopting new API 
service classifications for motor oils, 
oil men have in effect taken “full 
responsibility” for oil composition 
along with the responsibility they al- 
ready had for the way oil works. He 
said: 

“The new service definitions are 
necessarily broad. Under this recom- 
mended practice, the engine builder 
may go into great detail with the 
oil men about various aspects of the 
lubrication problem, but with the 
user, he boils it down into a reference 
to one of the broad API service defi- 
nitions . . . The user is thus faced 
with the simplest possible language 
and the simplest tie-up between en- 
gine builder instructions and oi] la- 
beling.” 

Regarding the detergency level of 
first line oils available at service 
stations, Mr. Boehm said almost al! 





U. S. Supply-Demand Forecast—1952-1953 
Total 


1951 Actual 1952 Forecast 1953 Forecast 

Thousands Thousands Change from Thousands Change from 

‘ ef B/D of B/D 1951—% of B/D 1952—% 
Motor fuel 3.098 3,306 6.7 3,446 4.2 
Middle distillate 1,650 1,791 8.5 1,895 5.8 
Residual fuel . aed , 1,624 1,655 1.9 1,659 0.2 
Lubricants ..... . 164 160 2.4 158 1.2 
All other ..... 931 959 2.9 993 3.5 
Total 7,467 7,871 5.4 8,151 3.6 

Domestic Demand 
Motor fuel ...... 2,987 3,220 7.8 3,383 5.1 
Middie distillate .. 1,569 1,721 9.7 1,845 7.2 
Residua] fuel .......... 1,545 1,589 2.9 1,613 1.5 
Lubricants ...... eis eink 116 120 3.5 123 2.5 
BE GEOR 0 esses ‘ 827 871 5.2 914 4.9 
- | A 7,044 7,521 6.8 7,878 4.8 
Supply-Demand Summary 

Total demand .. 467 7,871 5.4 8,151 3.6 
Stock change ...... +89 +22 ~~ +33 . 
Required supply .. 7,556 7,893 4.5 8,184 3.7 
Crude prod. ..... Tt ee 6,149 6,387 3.9 6,592 3.2 
Natural gasoline ..... . ‘ 564 605 7.3 628 3.8 
Imports ...... ‘ a : 843 901 6.9 964 7.0 
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of the well known first-line oils this year will come into 
the upper detergency brackets (meeting the equivalent 
of MIL-O-2104 specifications) and “at this time I see a 
tendency to level off at about the 1952 pattern.” 


Regarding proposals that passenger car oils should be 


run up to Supplement 2 level of detergency as a means of | 


dealing with contamination from ethylene glycol, he said 
this would mean three times as much additive as is now 


being used in first-line oils, and “if applied generally to | 
these oils, would call for an additional outlay of about | 


$70 million by the oil industry.” 

Speaking of MS service, he said that in general these 
oils fit in conveniently with requirements for Service DG. 
Field experience has indicated that good MIL-O-2104 type 
oils are satisfactory on a majority of high speed Diesels. 


It is logical, therefore that such oils sold to the long | 


haulers would be recommended for both Service MS and 
Service DG.” 

A Forward Look at the Petroleum Economy by E. T. 
Knight, Atlantic Refining—Domestic petroleum demand 
is expected to increase about 7% and 5% during 1952 and 
1953, respectively. Demand over the next 20 years may 
be expected to average increases of about 3% per year. 

He also predicted: 

1.—Larger capital expenditures in all branches of the 
industry to meet higher demand and to provide at least 
part of the reserve capacity considered necessary for any 
future emergency, and 

2—Dollar profits remaining at about current levels 
but representing a lower rate of return on investment. 

Pointing out that domestic demand during the 1946-51 
period averaged an increase of 7.5% per year, Mr. Knight 
said oil demand increase exceeded growth rate of the 
nation’s economy as a whole. This was due largely to 


pent-up demand at the end of the war for oil-using equip- | 


ment. Currently, he said there is no pent-up demand for 
such equipment, and future increases in consumption will 
be geared to normal annual increases in the number of 
oil-using equipment, modified by increased operations of 
some units and by greater efficiency in use. 

Mr. Knight gave the breakdown of anticipated 1952-53 
supply and demand shown in the table on p. 48. 

Committee Decisions—Other action taken by the API 
Lube Committee: 

It voted to refer to a special panel of American Society 
for Testing Materials, under C. G. A. Rosen, a request 
by Mr. Mougey of General Motors that consideration be 
given to a special name and definition which would 
designate SAE 5W motor oils “suitable for use in pas- 
senger car engines under all operating conditions and 
at all atmospheric temperatures which may occur in the 
winter season in areas where the anticipated minimum 
temperature may be minus 10° F or lower. This oil 
(would be) intended for use in passenger car engines 
both during the lowest temperature periods and also 
during the periods of higher atmospheric temperature 





that may occur during the season when the sub-zero tem- | 


peratures may be expected.” 

Mr. Mougey’s action was spurred, he said, by com- 
plaints of “can’t start” by car owners in the West and 
Northwest. He said investigation showed the sale of 5W 
oil in these areas was limited “because dealers and the 
public are afraid of it. They are not afraid of low temper- 
ature, cold-starting properties, but they are afraid of the 
high temperature properties...” 

The Lube Committee referred to G. A. Rounds’ educa- 
tional committee a request by Henry Muller, Shell Oil, 
that API join with American Society of Lubrication En- 
gineers in sponsorship of a lubrication educational booklet 
in conjunction with the fast spreading vocational educa- 
tion program (including lubrication topics) now in effect 
in New York City. 

A suggestion that a lubrication symposium be jointly 
arranged between American Assn. of Railroads, American 
Society of Lubrication Engineers and the API Lube Com- 
mittee will be pursued further by the Lube group. 
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Complete 4000 barrel per day 


REFINERY 
FOR SALE 


A complete small refinery, on a 69-acre site, connected with 
two railway lines, linked by highways with Central Canadian 
and mid-western United States cities and only 15 miles from 
Great Lakes system docks, is offered for sale. The plant, 
which is at Petrolia, Ontario, becomes available because its 
owners, Canadian Oil Companies, Limited, are now bringing on 
stream a much larger, ultra-modern refinery at nearby Sarnia. 
In addition to full equipment to process crude oil into gasolines, 
lubricating oils, greases and by-products, the refinery has: 


@ 30 buildings, the main units of which are of brick or rein- 
forced concrete and with load-carrying walls; 

® Adequate water supplies via town system from Lake Huron; 
@ Ample 60-cycle electrical power at low industrial rates from 
the Ontario Hydro-Electric Power Commission system; 


® A central power plant, comprising two 500 HP water tube 
boilers. 


REFINERY 


Newer sections include Flash Topping, Cracking, Reforming and 
Polymerization, and associated Treating units required by 
Universal Oil Products Company processes. They have operated 
under U.O.P. inspection and recording and U.O.P. engineers have 
advised on maintenance. Crude capacity is 4,400 barrels per 
day. Thermal cracking capacity is 1,200 B.P.D. and reforming 
capacity 800 B.P.D. 

Steel tank storage capacity, above ground, is 375,243 barrels. 
A 4inch pipeline connects the storage facilities with dockside 
on the St. Clair River. 


BUILDINGS 


Total floor space of 80,000 square feet. 

The office building, which also houses the plant laboratory, 

is a modern, well-built structure aggregating 9,000 square feet 
- en two floors. Other buildings include: 




















® Garages @ Electrical Shop ®@ Pipefitting Shop 
® Carpenter Shop @ Machine Shop ® Welding Shop 
While built and operated as an oil refinery and efficient to 


process a relatively small crude oil throughput, the plant may 
be adaptable to other manufacturing processes. 


Inquiries are invited and additional details 
can be supplied by: 








Mr. G. S$. Middaugh, 
The Canadian Oil Companies Ltd., 


204 Richmond Street, West, 
Toronto, Ontario, Canada. 
Telephone EMpire 6-3031. 
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Products Tight at Gulf and Atlantic Coast 


Reduced supplies of principal products as a result of 
strikes were indicated in many refining and marketing 
districts of the nation at the end of May. On the other 
hand, larger inventories were reported for a number of 
specialty products, including waxes, liquefied petroleum 
gases, and some lubricating oils. Prices generally were 
unchanged. 

Supplies generally were closely held in seaboard dis- 
tricts, and heavy demand for gasoline and distillate fuel 
oils was reported at the Gulf and along the Atlantic 
Coast. 

In tank wagon and retail markets, developments on 
the upside outweighed those on the downside: (1) a new 
price sign law in New Jersey appeared to signal the end 
of retail price cutting on gasoline in that state (see below 
for details), (2) Atlantic Refining Co. upped dealer tank 
wagon prices for gasoline to ceiling levels in eastern 
Pennsylvania and at Wilmington, Del. (see p. 61), while 
(3) at Detroit, premium-grade gasoline prices suffered 
a setback (see p. 61). 


The urgency of demand for gasoline at the Gulf was 
pointed up in reports that buyers seeking prompt regu- 
lar-grade in cargo lots, and finding none offered, were 
willing to give up equal quantities of No. 2 fuel for 
January loading in order to bring out the desired material. 

In the Caribbean, Esso Export Corp. reported 0.25c re- 
duction in its cargo price for Turbo JP-4, FOB Aruba, 
N.W. L., from 10c to 9.75c per gal., effective June 2. The 
company’s price for Turbo 1-b was unchanged at 9.125c. 

On the East Coast, gasoline was reported in tight sup- 
ply. Also, a South American requirement for several 
cargoes of low sulfur heavy fuel, that in the past has 
been filled in California, was reported to have been placed 
in the Gulf. 

The Midwest was the only area where both distillate 
and residual fuel oils were freely available. For Group 3 
shipments, light fuel oils were offered at “discounts” 
ranging from 0.625 to 0.75c (off published prices), and 
No. 6 could be obtained by tank car marketers at prices 
ranging upward from $1.15 per bbl., depending on sulfur 
content, for resale. Most refiners reported prices of 
7.875c for No. 2 fuel and $1.35 per bbl. for No. 6, FOB 
Group 3 basis, for northern tank car shipment. 

Midwestern prices for gasoline continued firm as a re- 
sult of the strikes however, sales of regular-grade in 
tank cars were reported at 10.375c, Group 3, the generally 
quoted low price. 

Standard Oil Co. (Indiana) increased its dealer tank 
wagon prices for Red Crown (regular-grade) gasoline 
0.5c at many points in lower Michigan, effective May 28, 
according to NPN sources. However, a check of the 
company’s bulk plants at Flint and Metropolitan Detroit 
revealed that no changes had been made in these two 
cities. The increase by Standard erases a reduction made 
by the company in mid-February, and follows a similar 
advance made recently by a number of Independent 
Michigan refiners (see May 28 NPN, p. 31). 

Very little trading was reported. 


At New York, few companies showed interest in sup- 
plying the city with fuel oils by barge and for pick-up 
for municipal trucks, according to bids opened recently 
by the Department of Purchase. The barge and truck 
pick-up proposal called for 650,000 bbls. of No. 6 fuel and 
1,520,000 gals. of Diesel fuel for delivery July 1, 1952 
to June 30, 1953. Gulf Oil Corp. was the sole bidder for 
the largest item with a price of $2.575 per-bbl. (includ- 
ing lighterage) for barge delivery of 500,000 bbls. of No. 
6 fuel to Staten Island. Gulf’s terminal price for barge 
lots of bunker fuel on the date of the bid was $2.45 
per bbl., at New York. 


While trading in principal products was restricted be- 
cause of few offerings, increasing supplies and relatively 
light demand was indicated for a number of specialty 
products. 

An increase of 485,000 bbls. in propane stocks was the 
largest factor in a 942,000-bbl. rise in inventories of 
natural gasoline and allied products, at refineries, plants, 
and terminals during March, according to the monthly re- 
port of the Bureau of Mines. 


Most of the liquefied petroleum gas inventories cur- 
rently were located in the Mid-Continent according to re- 
ports. While supplies were reported “in better shape this 
season than for several years past,” surplus quantities 
still were available for Group 3 basis shipment (see page 
61). 

At Philadelphia, one major marketer reported an in- 
crease of 1c to 8c in his tank car price for propane, ef- 
fective June 2. The advance was approved by OPS. 

Wax inventories held by refining companies increased 
8,960,000 bbls. in March, according to a Bureau of Mines 
report. The Bureau also reported an increase of 120,000 
bbls. to 10,169,000 bbls. on March 31 in stocks of lubricat- 
ing oils. 


Prices ranging upward from 6c per lb., FOB point of 
origin and 6.59c, FAS port of embarkation, were quoted 
to the Armed Services Petroleum Purchasing Agency on 
350,000 Ibs. of 130-136 fully refined wax in bids opened 
on May 27. See p. 53 for summary of bids. 


In New Jersey, the end of the retail gasoline price war 
of several months’ standing appeared imminent as ad- 
vances ranging up to 5.5c per gal. were posted at many 
stations carrying major brands, according to reports to 
NPN. Stations that have been retailing regular-grade 
as low as 13.9c (ex 5c state and federal taxes) are now 
posting 20.4c, so-called “normal,” with many other out- 
lets up to this price from 14.9c, 15.9c, and 16.9c (ex taxes). 


“Situation looks more hopeful now that most of the 
large price signs have been removed,” declared one major. 

Some cut prices still are being posted, however, and 
trade sources said a number of stations in Newark area 
at 16.9c and 17.9c (ex taxes) continue to display big 
price signs despite state’s new law restricting size. 

If return to “normal” prices is general, some sources 


say it will mean loss of gallonage at many main highway 
stations. 
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Summary of Daily Gasoline Prices (May 27 through June 2) 


Motor Gasoline 93 Oct. (Premium): 


N, Tex, (Texas & New Mex. shpt.) .. 
W. Tex. (Texas ¢ wane Mex, shpt.} 

OUR, CeO MRS os cccnsasedaa 
Cent. W. Tex. (Truck. ZEA.) cecccces 


Motor Gasoline 90 Oct, (Premium): 


dune 2 
13.2-13.25(2) 
12.5 


x, Tex, (Texas & New Mex. shpt.) .. 12. ea) 
Tex. (Texas & New Mex. shpt.) 12.5-12.75 
E Tex. (Truck Tnsp.) .........+: 11. ree 75 





Cent. W. Tex. (Truck ena} ee 


Motor Gasoline 88 Oct. (Premium): 
Okla., Group 3 (Okla. shpt.) ........ 
Okla.’ Group 3 (Northern eu vans 
Midwestern (Group 3 basis) ......... 
N. Tex. (Texas & New Mex, shpt.) .. 
W. Tex. (Texas & New Mex. shpt.) .. 


(5)11.5-11.75 


i ee: Cees SOOT secs veccocesss 11.75-12 
Cent. W. Tex. (Truck Tnsp.) ........ 
Motor Gasoline 86 Oct. (Premium): 
N, Tex. (Texas & New Mex. shpt.) .. 12 
W. Tex. (Texas & New Mex. shpt.) .. 12(2) 
SE, Dem, CTEM Tea.) occcccccescces 11.5-11.75 
Motor Gasoline 84 Oct. (Regular): 
N, Tex. (Texas & New Mex. shpt.) .. 10.75-11.7 
Ww. Tex. (Texas & New Mex. shpt.) . 10.75-11.25 
EB. Tex. (Truck Tnsp.) ........ce0e- ee 10.75-11.25 
Cent. W. Tex. (Truck Tnsp.) ........ $ee0 
Motor Gasoline 82 Oct, (Regular): 
Okla., Group 3 (Okla. shpt.) ........ (6) 10.5-10.625(2) 
Okla.; Group 3 (Northern shpt.) .... (3)10.375-10.5(5) 
Midwestern (Group 3 basis) ......... (4)10.375-10.5 
N. Tex. (Texas & New Mex. shpt.) .. 10. 75-11. 
W. Tex. (Texas $ New Mex. shpt.) .. 10.75-11 
B. Tem, (Truck Trap.) ...scccccceces 0.5-11 
Cent, W. Tex. (Truck Tnsp.) ... 10.75 





Motor Gasoline 80 Oct. (Regular): 
Okla., Group 3 (Okla. shpt.) ........ 
Okla.; Group 3 (Northern shpt.) .... 
Midwestern (Group 3 basis) 

















May 29 - May 28 May 27 
13.2-13.25(2) 13.2-13.25(2) 13.2-13.25(2) 
12.5 12.5 12.5 
12 12 12 

2.75(2 $3. 7043)... 12.7512) 
3512.75 12.5-12.7 12.5-12.75 
11.75-12.75 we oo 35 11.75-12.75 

.5-11.75 (5)11.5-11.75 (5)11.5-11.75 

(3) iL 375-1175 (3)11.375-11.75 (3)11.375-11.75 
(3)11.375-11.75 (3) 11.375-11.75 (3)1- 375-11.75 

12-12. 12-12.75 12-12.75 

12(2) 12(2 1212) 

11.75-12 11.75-12 11. 75-12 

12 12 

12 12 

2, 12(2) 12(2) 

11. 5-11. 75 11.5-11.75 11.5-11.75 

10.75-11.7 10.75-11.7 10. 75-11.7 

* 10.75-11.25 10.75-11.25 
104-1138 10.75-11.25 


10.75-11.25 


(6) 10.5-10.625(2) 
(3)10.375-10.5(5) 
ee et ay 


10.75-11.25 


(6)10.5-10.625(2) 
(3)10.375-10.5(5) 
(4) 10.375-10.5 

10. (5-11.25 


(6) 10.5-10.625(2) 
(3) 10.375-10.5(5) 
(4) 10.375-10.5 


75-11.25 4 10. (5-11.25 
10.75-11 10.75-11 10.75-11 
10.5-11 10.5-11 10.5-11 
10.75 0.75 10.75 





N. Tex. (Texas & New Mex, shpt.) .. 10°75-11 10.75-11 10.75-11 i6.75-11 
W. Tex. (Texas & New Mex. chet) 2. 10.75-11(2) 10.75-11(2) 30.25-31(8) academia 
Motor Gasoline 60 Oct. M & below: 9.5-10.125 9.5-10.125 
Okla., Group 3 (Okla. shpt.) ........ 9.5-10.125 9.5-10.125 5-10 
Okla.’ Group 3 (Northern heh’ pS he 9.5-10 9.5-10 9-5-10 9.9.09 
Midwestern (Group 3 basis) ......... 9.75(2) 9.75(2) 9.75(2) 9.703) 
N. Tex, (Texas & New Mex. shpt. (2)9. si 10.8 (2)9.75-10.8 (2)9.75-10.8 (2)9.75-10.8 _ 
W. Tex. (Texas & New Mex. shpt} :: 10.375-10.5(3) 10.375-10.5(3) 20,375- 10.5(8) ie Wt eee 
E. Tex. (Truck Tnsp.) ....+..-« ve 9.875- 9.875-10.5 9.875-10.5 9.875-10.5 
Cent. W. Tex. (Truck Tnsp.) ........ 10-105" 0-10.5 19-10.5 oaend 
Motor Gasoline 92 Oct. (Premium) : 
New York harbor ...........sssseees: 13.85-15 13.85-15 13.85-15 13.85-15 
New York harbor, barges ............ 13.75-14.9 13.75-14.9 13.75-14.9 13.75-14.9 
Pusdelphia tpacscerseeeees aauehoons 15. 15-15.2 15-15-15. 19.15-18.2 15.15-16.3 
adelphia, barges ........++. vevcee 15.05 . y 
beitimere -.... peedbs ary toe Sabie 12.9-15(2) 12.9-15(2) 12.9-15(2) | tnd 
Baltimore. NN cuaden odes amnedipuan 12.8 12.8 12.8 
Motor Gasoline 90 Oct. (Premium): 13.85-14 
New York harbor ........ 13.85-14.35 13.85-14.35 13.85-14.35 : 
New Fork, harbor, barges 1 -75-16.25 13.75-14.25 13. 75-36.25 eS hoe, 
Philadelphia. «1. ....+.. 15. 15.15 re} 18.08 
ni adel hia, CUD sccscovens 1 1 , : 
Baltimore ...... weep oro etwee 1 Ba 12.9-13.25 12.9-13.25 12.9-13.25 
Baltimore, barges ....2220220 2222222. 12.8-13 12.8-13 12.8-13 —— 
Motor Gasoline 85 Oct. (Regular) : 
New York harbor ............... asin (3) 12.85-13.6 (3)12.85-13.6 (3) 12.85-13.6 {9)33.69-18.6 
New York harbor, BONE wcabdiecoave (2)12-13.4 (2)12-13.4 (2)12-13.4 (2)12-13-4 
Philadelph 13.7-13.9 13.7-13.9 13.7-13.9 13.7-13.9 
Philadelphia, 13.7-13.8 13.7-13.8 13.7-13.8 13.7-13.8 
Baltimore .’......... 11.9-13.5 11.9-13.5 11.9-13.5 ie ts 
Baltimore, barges 11.8-12 11.8-12 11.8-12 usb 
Motor Gasoline: 
Western Penna., Bradford-Warren: 13. 75-14 
NO oo ce ds ies Re 13.75-14 13.75-14 13. 75-14 . 

Be See, GED - ise ccdcccwnecctdcos 12.75(2) 12.75(2) 12. 75(2) ee 
Western Penna., Oil City: 13.75-13.9 
TE Cet APSED ovine decicivcie vies? 13.75-13.9 13.75-13.9 13.75-13.9 . . 

86 Oct. (Regular) ............ paaphcb: 12.75-12.9(2) 12.75-12.9(2) 12.76-12.9(2) ——o 
Western Penna., Pittsburgh: 2 13.9(2) 

90 Oct, (Prem.) ....... aR TI 13.9(2) 13.9(2) 13.9(2) 

86 Oct. (Regular) ........... ousteues 12.9(2) 12.9(2) 12.9(2) mom 
GULF COAST open to spot buyers made for very little trading. Heavy 


Residual Is Only Product Offered Strong 


A few quantities of residual fuel oil spotted an other- 
wise bare supply picture in the Guif Coast cargo market 
at the end of May. The crippling effects of the strikes 
still were felt, although the p loss through work 
stoppages had been cut from about 1,000,000 b/d early 
in the month to around 375,000 b/d at the close. How- 
ever, the losses were sufficient to intensify demands 
from export buyers, East Coast terminal operators, and 
refiners themselves who were in the market for supple- 
mental quantities of gasoline and distillates. 

The relatively small choice of heavy fuel offerings 
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fuel was “out of season,” and several quantities of low 
sulfur bunker oil offered at $1.85 per bbl. proved slow- 
moving, according to trade sources. A 25,000 bbl. lot of 
No. 5 fuel also was available at $2.35 per bbl., the price 
the same as the low reported quotation of refiners for 
cargo quantities. 

While buyers showed little interest in residual, their 
demands for gasoline and gas oils were urgent. However, 
consensus in the refinery trade was that no clean product 
was available to spot buyers for early lifting. 

The closely held position of gasoline was indicated clear- 
ly by the extent that buyers were willing to go to secure 
good grade material. One report said that a cargo of 
No. 2 fuel for next January loading was offered in ex- 
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Explanations of Price Tables 


The reader’s attention is directed to the fol- 
lowing explanations which apply to the Sum- 
mary of Daily Gasoline Prices appearing on page 
51 and the price tables appearing on pages 54-59 
of this issue. 

The letter “X” indicates a change in prices; if 
the change is on the low of the price range, the 
“X” is adjacent to the low; if the change is on 
the high of the price change, the “X” is adjacent 
to the high; a change from one flat price to a 
higher or lower flat price, or elimination of the 
low of a price range, is indicated with an “X” 
to the left of the new price; elimination of the 
high of a price range is indicated with an “X” 
to the right of new price. 

Parenthetical figures indicate number of com- 
panies quoting when two or more companies 
quoted the price shown. In the Gulf Coast Cargo 
table on p. 57 all prices reported are shown. 
In all other tables, only the lows and highs of 
the ranges of prices are shown; no attempt is 
made to show prices within the lows and the 
highs, and therefore no attempt is made to indi- 
cate the number of companies contacted for 
prices for each product. Nearly 200 primary sup- 
pliers (refiners and tanker terminal operators), 
plus an even larger number of other sources 
(jobbers, compounders, consumers, distributors, 
brokers, tank car marketers, etc.) are contacted 
for prices at regular intervals. 











change for a prompt cargo of regular-grade, and this 
swap proposition apparently found no takers. The near- 
est approach to the other side of this exchange was two 
cargoes of gasoline offered for fall lifting for three 
cargoes of No. 2 fuel in the winter, it was said. 

Kerosine, No. 2 fuel, and gas oils were almost as hard 
to find as gasoline, and much of the kerosine output 
already has been booked up into September. With both 
U. S. and foreign buyers dependent on the Gulf market 
this season for large quantities of No. 2 fuel/gas oil, trade 
sources said they saw no early easing in sight for these 
products. 

No changes in refiners’ quotations were disclosed. 


ATLANTIC COAST 
Supplies of Most Products Continue Tight 


Few offerings and strong demand were reported for 
most products at the end of May. Strikes which had been 
in progress most of the month at the Gulf had a restrict- 
ing effect on seaboard supplies of gasoline. In addition, 
the prospects of an OPS-approved increase in prices for 
distillates stimulated demand for these products, and bids 
of 0.5c “premiums” were reported for No. 2 fuel at New 
York. 

There were virtually no offerings of gasoline for barge 
shipment to new buyers at New York harbor, according 
to reports. Premium gasoline especially was tight, and 
for either regular-grade or premium in spot lots some 
prospective buyers were willing to give up No. 2 fuel 
for Fall shipment in exchange. 

Sale of a small barge lot of kerosine was reported at 
New York at 10.3c, although additional bids at this price 
were said to have turned up no further offerings. Bids for 
No. 2 fuel by spot buyers gradually have crept up until 
they have reached 9.5c in some instances. To their regu- 
lar barge customers—and most New York harbor sup- 
pliers were refusing requests for product from new custo- 
mers—prices generally quoted were 10c for kerosine and 
9c for No. 2 fuel. 

With so many buyers in the market, many of them sup- 
pliers themselves seeking “extra” gasoline or No. 2 fuel, 
trade sources declared it was difficult to assess the scope 
of current demand. An increase for distillates, if granted 


by OPS, probably would bring out a few offerings of 
No. 2 fuel that otherwise might be withheld, and at 
the same time reduce some of the buying interest, it was 
said. 

On the other hand, two substantial swaps were re- 
ported, wherein approximately 80,000-bbl. quantities of 
No. 2 fuel were exchanged for the same quantities of the 
same product in the Fall. For the receiver-end of the 
prompt quantities, it meant running the risk of an OPS 
price increase, and also providing what is the equivalent 
of free “summer storage” during the months of June, 
July and August. Seekers of No. 2 fuel, as well as gaso- 
line, apparently were willing to go to great lengths in 
order to ensure their supplies. 

Bunker fuel was offered generally at several points, 
and quantities at $2.45 per bbl., the generally posted barge 
price at New York and Philadelphia, were readily avail- 
able. Suppliers’ prices were reported unchanged. 


MIDWESTERN (Chicago-E. St. Louis Area) 


Refiners Push Gasoline Shipments 


Emphasis in Midwest last week was on gasoline, with 
refiners rushing shipments to their own bulk plants, job- 
bers storage and to river and pipe line terminals. Re- 
ported drop in retail sales of gasoline at many service 
stations in a number of cities came as a “lucky break” 
in wake of strike settlements, refiners said. 

Trade reports on heavy fuel tended to conflict. Al- 
though open market buyers said cost prices of resellers 
continued to range from $1.20 to $1.30 for low-sulfur 
No. 6, others said some plants ran “too much” crude 
during the strike period and were anxious sellers. Re- 
finers’ prices Were unchanged for all products and No. 6 
was quoted at $1.35 to $1.40, Group 3. 

No summer-fill inquiries for light fuels were dis- 
closed. Refiners said this was due principally to job- 
bers being primarily concerned with gasoline. Loss of 
three weeks’ to a month’s production was of consider- 
able concern to refiners. A number of them were revis- 
ing their production supply-demand estimates made 
earlier this year and were using such terms as “short- 
age” and “tightness” in referring to next heating season. 


CHICAGO DISTRICT 


‘ . . 
Gas’ Prices Return to Pre-Strike Status 

Gasoline prices returned to “pre-strike” status in Chi- 
cago District last week. While price situation seem- 
ingly pointed a return to normal, refiners said “normalcy” 
was entirely on the surface. Light fuels were quiet 
during the week. Heavy fuels also were quiet in the 
open market, but suppliers said there was a steady flow 
of product to large consumers. 

Prices for regular-grade gasoline ranged from 11.8 
to 12.75c; premium-grade from 12.55 to 13.75c, FOB 
Chicago District, down 0.1c and 0.35c on the lows, re- 
spectively. Return of prices to earlier status did not 
reflect a true picture of inventories among primary sup- 
pliers, refiners said. 

With one local refinery still struck and all others 
racing to catch up on shipments to jobbers and com- 
pany bulk plants, and also to make up lost time on lake 
tanker schedules, primary suppliers’ inventories actually 
were tight, refiners said. One refiner said he would be 
a buyer of gasoline during the summer; another said 
he owed large quantities which had to be piad back. 

Several suppliers said light fuels were much steadier 
than before the strike, and indications were that a num- 
ber of open market buyers already were trying to in- 
crease their purchases of range oil and No. 2 fuel by 
5% to 8% over last year. Independent river terminal 
operator said he was in market as light fuel buyer and 
was seeking “substantial” quantities “on the river’, 
part immediate lifting and part forward, for next season 
requirements. 
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CENTRAL MICHIGAN 
Gasoline Price Increases Hold Firm 


Price advances reported by four refiners the third week 
in May held firm in Central Michigan and were given ad- 
ditional support when Standard Oil Co. (Indiana), among 
the majors, boosted dealer tank wagon prices (see story 
p. 50) in state’s lower peninsula. Local refiners thus far 
not reporting price advances in gasoline said they were 
“looking at the situation.” 

Refiners’ reports on light fuels varied considerably. 
While it was generally agreed that inventories had risen 
in this area above normal for the season because of in- 
creased crude runs during the strike period, opinion varied 
as to what these additional stocks would do to summer 
markets. Some refiners said “summer discounts” would 
come earlier than in past two years. Others said they 
were not jumping at any “low” bids on summer fills be- 
cause the industry might be in for a “big surprise” when 
large refiners review and re-estimate their production 
supply situation in meeting next winter’s demand re- 
quirements. They saw three weeks’ lost production as 
“having to come from somewhere.” 

Heavy fuel prices remained fairly steady in this area 
despite sharp cut (0.8c) in Detroit market. 


WESTERN PENNA. 
Heavy Lube Oils Continue Strong 


Heavier grades of base lubricating oil stocks, when 
offered, continued to command “top” prices, Western 
Penna. trade sources reported the last week in May. 
There was no increase in availability of these oils, how- 
ever. Demand for branded motor oils was steady. Scale 
wax and petrolatums remained plentiful, and gasoline 
supplies were adequate. Prices for most products were 
unchanged. 

Operations were resumed the past week at the last of 
two plants which had been strikebound. Most refiners 
said, however, that they had not experienced any sharp 
increase in lube demand despite the fact that one of the 
two struck plants is a large supplier of bulk oils to job- 
bers. 

Heavy lubes, especially bright and cylinder stocks, 
continued to be “highly saleable,” trade sources said, with 
no indications that potential demand was anywhere near 
to being satisfied. Refiners described current buying of 
branded as “satisfactory” as contrasted with the “stock- 
pile” buying at this time a year ago. 

Inter-refinery sales of cylinder stocks were reported 
at prices 2 to 3c higher than the low quoted prices to the 
trade, and there was some swapping of high flash stocks 
and bright stock, car for car. The only bright stock sale 
disclosed was one lot at 32c, the seller’s ceiling price, De- 
mand for light neutral oil continued slow and supplies 
remained plentiful. At the same time, there were no re- 
ports of material being offered lower than 27c, the low 
quoted price. 

Domestic demand for wax was in fair volume, while 
export call was “very slack,” most refiners said. Domes- 
tic sales of white crude scale were disclosed at 4c and 
4.25c, but refiners said they were making no sales for 
export due to the “highly competitive” price situation on 
the eastern seaboard. 

Gasoline demand was good, and one refiner reported 
receiving calls from dealers who were short because of 
strikes in other refining districts. 





Crude Oil Prices 


No changes were reported in crude oil prices 
during week ended May 31. For complete crude 
price schedules see p. 42-43 of May 28, 1952, NPN. 
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NPN Gasoline Index 


Cents Per Gal. 


Dealer T.W. Tank Car 
June 2. sassas 15.36 il 62 
Month Ago . , 15.30 11 54 
Year Ago ...... : 15.24 11.67 


Dealer index is an average of dealer tank wagon prices 
ex tax in 50 cities. 

Tank car index is weighted average of following wholesale 
markets for regular-grade gasoline, FOB refineries or ter- 
minals: Okla., Midwest, W. Penna., Calif. N. Y. Harbor, 
Philadelphia, Jacksonville, Boston and Gulf Coast, 











MID-CONTINENT 
Gasoline Demand Strong; Fuel Oil Slow 


All grades of gasoline remained strong in the Mid- 
Continent during the last week of May with many small 
refiners still several days behind the shipments. How- 
ever, with oil workers strikes ended at most refineries, 
several trade sources said gasoline withdrawals at north- 
ern pipe line terminals were beginning to slow down. 
Fuel oil market, meanwhile, was slow, with no sales 
or inquiries disclosed. Refiners’ quotations also generally 
were unchanged. 

“Price shading” on certain grades of lubricating oils 
was still reported. Solvent bright stock was easily ob- 
tained, although prices were “subject to shading” when 
bright was taken in conjunction with solvent neutrals, 
especially on large quantities. Low viscosity solvent 
neutrals were freely offered at low quoted prices. 

Conventional bright stocks in some instances were 
offered as much as 1,5c below low quotations reported 
by refiners, some sources said, adding however, that con- 
ventional neutrals remained firm. South Texas pale and 
red oils were said to have “tightened up” considerably due 
to production lost during strikes. Some refiners were 
short of lighter grades, others of heavier grades. 

Regular-grade gasoline for northern shipment out of 
Oklahoma remained firm at 10.375c, which was price 
reported by most refiners. Resellers looking for 82 oct. 
research regular found very few offerings in the open 
market “at any price,” although some were able to ob- 
tain prompt material at 10.125c, for resale. Most buyers 
still sought material for immediate shipment only, ac- 
cording to reports. 


12 Bidders Offer Wax to ASPPA 


WASHINGTON—Prices ranging upward from 6c per 
Ib., FOB point of origin, and 6.59c, FAS port of embark- 
ation, were quoted to Armed Services Petroleum Purchas- 
ing Agency on 350,000 Ibs. of 130-136 fully refined wax 
in bids opened here May 27. 

ASPPA drew 12 bids to supply the wax during period 
“date of (contract) award” through June 30, 1952. 

Summary of bids follows. Prices are in cents per Ib.; 
packaging is in fibreboard drums or cartons, except as 
noted. 


Atlantic Refining—Sc fibre drums, 8.27c slack barrels, FAS Phila- 
delphia. 


Cities Service (Delaware)—6c asphalt type steel drums (28 gauge) 
FOB West Lake Charles, La 


Continental Oil—Sc, New Orleans. 
Cornelius Products Co.—6.59c, FAS Philadelphia. 


Industrial Raw Materials Corp.—7.3c Brooklyn, 6.64c Titusville, Pa 
1% 30 days. 


Penola, Inc.—8.32c New York, 8.15c Bayonne, N. J., slack barrels 
Shell Oi}—8.25c New Orleans. 

Sun Oil—7.9c FOB Marcus Hook, Pa. 

Tide Water Associated—S.25c New York, 1% 10 days 


Tilbury Refining Corp.—6.75c Philadelphia, 6.16c FOB Emilenton, Pa 
waiver of carbonization substance test stipulated. 


Union Oil Co. of Calif.—7.2c Oakland, Calif., 7.06c Oleum, Calif 


Wax Corp. of .6c Philadelphia, 6.0ic Emlenton, Pa., waiv- 
er of carbonization substance test stipulated. 
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Prices at Refineries and Terminals and by Tank Wagon 


Prices herewith are reproduced from Platt’s OILGRAM Daily Oil 
Price Service, associated with National Petroleum News, whose rep- 
resentatives in all NPN-OILGRAM offices devote their time exclusively 


to reporting oi] industry prices everywhere. 


Prices shown in tables are sales prices or quotations or genera] offers 
or posted prices by refiners, by pipeline terminal operators, and by 
tanker terminal operators; for current sales and shipments; for the busi- 
ness day or period stated; except Tank Wagon prices, prices are for 
bulk lots such as tank car, truck transport, barge; prices applying to 
barges or cargoes or truck transport lots only, so designated; FOB re- 


PRICES IN EFFECT JUNE 2 


Service invoice. 


fineries or terminals; in cents per gal., except per bbl. where $ sign is 


shown; wax and petrolatums in cents per pound; ex all fees and taxes: 
for crude oi] and its products lawfully produced and transported; re- 
ported as received by OILGRAM and National Petroleum News but not 
guaranteed; for subscribers’ private use only and not for resale or 


GASOLINE 


OKLA., Group 3 (Okla. shpt.) 
SS Gat. POG. .rcccccccsece (5)11.5-11.75 


Se ee SG whecosees oates (6)10.5~10.625(2) 
BO Cot, MaB. .cccccccssecs coe 

60 Oct. M & below ....... 9.5-10.125 
OKLA., Group 3 (Northern shpt.) 

SB Oat. PUG. cecccscccess (3)11.375-11.75 

OS Gee; TN. bs ocdaoccaecds (3)10.375-10.5(5) 
60 Oct. M & below ....... 9.5-10 


MIDWESTERN (Group 3 basis) 


88 Oct. Prem, oe ee ee o(3)11.375-11.75 
82 Oct, Reg. .....200+000+4)10.875-10.5 
60 Oct. M & below ....... 9.75(2) 


N. TEX. (Texas & New Mex, shpt.) 


13.2-13.25(2) 
12.75(2) 
12-12.75 
12 


10.75-11.7 

10.75-11.25 

10.75-11 
(2)9.75-10.8 





W. TEX. (Texas & New Mex. shpt.) 


12.5 
12.5~12.75 


88 Oct. Prem. .....-.0.-0- 1242) 
CP Gah, BOR. ccc ccscacces 12(2) 
2 Sy ese eden adbadé 10.75—11.25 
ae Se, EE, ate caewes seo 10.75-11 

80 Oct, R 10.75-11(2) 


10.375-10.5(3) 


OB Get. PROM. 2 oc cscccesss 12 
OP Oak, POUR, ccccsiccvces 11.75-12.75 
Se Ge. POU. ec cecessccucs 11.75-12 
86 Oct. Prem. ............ 11.5-11.75 
cf ae 10.75-11.25 
>. Gee, GR, oes cnccccsecs 10.5-11 
Gy Gis SU, 404 be de cewade cece 
60 Oct. M & below ....... 9.875-10.5 


CENT. W. TEX. (Truck transport lots) 


GD Gat, PVG. ccc ctandoces 12 
82 Oct. Reg. ..... 10.75 
60 Oct. M & below 10-10.5 





ARK. (For shipment te Ark, & La.) 


88 Oct. Prem. ........+. ee 11.75 
86 Oct. Prem, .......... ee ees 

80 Oct, Reg. ....... eeeees 10.75 
60 Oct. M below ...... . 9.625 


KANSAS (For Kansas destinations only) 


OO Oat. PROM... cvccccecces aeee 

CS Gee WOU. 2 inévsaveden 11.6-11.8 

86 Oct. Prem. ............. 11.3-12.625 
Ge BG, Bt a vececncveces eees 

GO Dat... BABS cae cece cen. 10.3~11.625 
60 Oct. M & below ....... 9.3-10.875(2) 


/ 


54 





Price Service, Inc., 


WESTERN PENNA, 
Bradford-Warren: 


> 
CO Ge, POUR, wis cc ccieecc. 13.75-14 
er Meus. Fe 6 seen sdocesd 12.75(2) 
Ou City: 
90 Oct. Prem. Sed asdee 13.75-13.9 
Oe. Ge, OE: ccacccccdes es 12.75~12.9(2) 
Pittsburgh: 
We Gee, WOO, cccccccccase 13.9(2) 
86 Oct.. Reg. 12.9(2) 
CENTRAL MICHIGAN 
(FOB Central Michigan refineries) 
90 Oct. Prem, 13.5-14.25 
86 Oct. Prem, wae se oudas 13.25-13.75 
SA Got, ROG. ccccccceccocs 12.5-13.125 
fee 12.25(2) 
Str. run gasoline, excl. 

SPUESEES GDR, wabcsdocctece cece 


OHIO—Quotations of 8.0. Ohio for delivery to 
Ohio points: 


ee 14.0 
CALIFORNIA 
Los Angeles dist.: 
90 Oct, Prem. .......... 13.3-16.5 
SD Gah, BAB. ceccececeve 12-14(2) 
San Fran, dist.: 
90 Cot. Prem. .....ccce- 16.25-17 
80 Oct. Reg. .........-. 14.25-14.5 
San Joaquin Valley dist.: 
90 Oct, Prem. .......... 16.25-17 
SO Oot. Reg. ..ccccccece 14.25-14.5 


LUBRICATING OILS 


WESTERN PENNA. 


Prices are for sales made, or offers reliably 
reported, to jobbers & compounders only, 


Viscous Neutrals—No. 3 col. Vis. at 70° F. 200 


00008 se ebsebtse deve 31.5 
> | eae oe reer ee 30.5 
BP IAG, v0.05 se shen ee cccese 29. 
Tihs 5 kp hise i> ds peevsnsé (2)28-31 
150 Vis. (143 at 100°) 400-405 fi. 

Pe, bon si uaebedbantéxes 30.5 
BOR... c ctieccyosucoiécceve 29.5 
Tt eh, 4 Sabdaneete ad dneeas 28.5 
25 p.t. (2)27-30 





PATENT CHEMICALS 


ar 


Paterson 4, New Jersey 








nit DoiIirerRr cEerTIinnal 


distribution or publication. During period of short supply, some sellers 
and at times all sellers, withhold quotations to new customers or the 
posting of firm prices but give OJLGRAM the prices they otherwise 
would quote to the trade in genera) and which they confine to their 
regular customers only, and such prices appear in the price tables. 
Gasoline ratings are by ASTM Research Method and are minimum 
ratings, except where letter M is used to indicate that octane rating is 
by ASTM Motor Method. For further details of price conditions apply 
to any NPN—OILGRAM office or see back of any OILGRAM Price 


For complete price service delivered daily from nearest OILGRAM 
publishing office, New York, Cleveland and Houston, address Platt’s 
1213 West 3rd St., Cleveland 13, Ohio. 
Subscription rate in U. 8.: 









Annual 
$150 per year, payable in advance. 


Bright Stocks 

145-155 vis. at 210°, 540-550 fl. No, 8 col. 
BO Pb, cccccvccccccscccces . 
BB Dt. cccwccccccccscocces 31.5 
BB PEs. co cscesceececscoccee (2)30-33 


Cylinder Stocks 


600 s.r. filterb’l] .......... 25(3) 
| AU eee 27(3) 
GEO BOM on ccs cwcvscccsces 20(3) 
Eee 30(2) 


MIDCONTINENT LUBES 


FOB Tulsa basis, for domestic shipment only. 
Bright Stocks, vis. at 210° Neutrals, vis. at 
100°, 0-10 p.p. 


Neutral Oiis—Conventional 
Paie Oils Col, 


60-85 vis. Dn. dupe 06 econ 14.5(2) 
86-110 vis. , Pee 14.5-15 

150 vis. 3. 15.5(2) 
180 vis. 3 16(2) 
200 vis. Bi xnecseoeias 16.5(2) 
250 vis. Dust an bok bes 17 

280 vis. Swiwstcape cee 17.5(2) 
300 vis. 3 18(2) 


Bright Stock—Conventional 


200 vis. D: 
ee SEPP TE TTT 32 
150-160 vis. D: 
ee! aye 29(2) 
28.5-29 


Cec eccccscece 28(2) 


Bright Stock—Solvent 


150-160 vis. 0-10 p.p., 95 v.1. 33.5-34(2) 


Neutral Oils—Solvent (95 v.i.) 


AFO-BBO WIG, occ scccscccsec (2)21-22 
errr (2)22-23.5(2) 
SOD WERE cdicesdiccececsccs (2)24-24.5 
Cylinder Stocks 

600 s.r., olive green ...... 23 





LUBRICATING OILS 


for 


Tank Car 
Buyers 


UNIFORM 
HIGH QUALITY 


DEEP ROCK OIL CORPORATION 
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GULF COAST—Solvent Refined Lubes, 
From Mid-Continent grade crude. Prices FOB 
ship at Gulf for export. 

Bright stock—Vis, at 210° 
150-160 vis., 0-10 Depa 

test, 95 v.i, .. 
ae Oils—Vis, at 100°; 95 v.i. 

vis, 
200 vis. 
300 vis. 
500 vis. 


SOUTH TEXAS LUBES 

(Vis. at 100° F, FOB 8. Tex., refineries for 
domestic and/or export shipment. ) 

PALE OILS: 

Vis 


(2)12-12.5(4) 
(2)13-13.5(4) 
14(6) 
15(6) 
16(6) 
(2)17-17.5(3) 
(2)18-19(4) 


12-12.5(4) 
(2)13-13.5(4) 
4(6) 
15(6) 
16(6) 
(2)17-17.5(4) 
(2)18-19(4) 


NATURAL GASOLINE 


(Group 3 & Breckenridge prices are to blend- 
ers on freight basis shown below. Shipments 
may originate in any Mid-Continent manufac- 
turing district.) 
FOB GROUP 3 
Grade 26-70 


FOB BRECKENRIDGE 


5.5( Quotations) 


5( Quotations) 


LPG PRICES 


(Of refiners, FOB refineries, in cents per gal., 
tank cars or transport trucks) 
Commercial 
District Propane 
N. Y. Harbor .. 8(2) 8(2) 
Philadelphia . 7-Sx 7-8x 
Baltimore . <wn'e ode~ 
Hastings . 
Toledo . 


Industrial 
Propane 


INDUSTRIAL a 


FUEL OIL 


SPECIALISTS 


WATER 


| PHOENIX OIL CORPORATION 
ety ‘pe rr on o, : 
Phone WA bash 2.6322 


TRUCK RAIL 





Refinery & Terminal Prices (Continued) 


PRICES IN EFFECT JUNE 2 


KEROSINE, GAS & FUEL OILS 


OKLA., Group 3 (Okla, shpt.) 


41-43 w.iw 

42-44 w.w. 

Range oil .... ba bees 
58 & above D.I. Diesel 
No. 1 fuel ocekiunes 
ot & Seer see 7. 
No. 3 fuel . J 


5s 
No. 6 fuel (2)$1.35—-1.45(2) 


OKLA., Group 3 (Northern shpt.) 


41-43 ww. (4)8.75-9(2) 
42-44 w.w. (5)8.75-9.5 
Range oi] ... ¢awh ae ben 8.75-9.25 
58 & above D. 1. ’ Diesel (5)8.5-9.25 
No, 1 fuel ... ses (5)8.5-9 

No. 2 fuel (5)7.875-8.5 
No. 3 fuel 7.625-7.875 
No. 6 fuel (3)$1.35-1.45(2) 


MIDWESTERN (Group 3 basis) 


(2)8.75-9 
(4)8.75-9 


(3)8.5-8.75 
° (4)8.5-8.75 

(4)7.875-8.125 
(3)$1.35-1.40 


58 & above D.I. Diesel ... 


N, TEX. (Texas & New Mex, shpt.) 


41-43 w.w. (2)8.75-9.5(2) 

42-44 w.w. . ase 9 

58 & above D.I. Diesel eee 8.25-9.25 
ones 8 


; (2)$1.40-1.85 


W. TEX. (Texas & New Mex, shpt.) 


41-43 w.w. 8.75 
42-44 w.w. ae 9.25-10.5 
58 & above D. a Diesel" ° 9.5 

8. et ~ a 


x$1. 50. ‘30 


E, TEX. (Truck transport lots) 


9-9. ~ Yona 
42-44 ww. acceusees 913 
58 & above D1. " Diesel 
No, 1 fuel 
No, 2 fuel 


No. 6 fuel $1.45-1.85 


CENT. W. TEX. (Truck transport lots) 


41-43 w.w. ees 9-9.5 
58 & above D. 1 " Diesel one 8.75-9.25 
-G.I, gas oll ... ese 8.5 


I, 
. 3 eee 
. 2 8 
5 ° ees 
6 $1.75-2.00 


KANSAS (For Kansas destinations only) 


42-44 w.w. (2)9-10.5 
52 & below D.I. Diesel ... 9-9.625 
58 & above D.I. Diesel ... 

fu 


8.1-9.875 


85-2.40 


1 
. 2 
» @ 
5 . 
6 (2)$1.45—2.00(2) 


ARK. (For shipment to Ark, & La.) 


Tractor fuel ose 

Diesel fuel 52 & below 
Diesel fuel 58 & above ... 
No. 2 fuel sé we 
No. 3 fuel 
No. 4 fuel 
No. 5 fuel 
No, 6 fuel 


WESTERN PENNA 
Bradford-Warren: 


Kerosine 
No. 1 fuel ocee 
No, 2 fuel (2) 10.5-10.75 
No. 3 fuel ecceere 10.5—-10.55 
36-40 gravity fuel ecededée 10 


(3)11-11.3 


Ol City: 

Kerosine 11(3) 
No. 1 fuel (2)10.5-10.75 
No, 2 fuel : (2) 10.25-10.5 
No. 3 fuel eccccese 10.25(2) 
36-40 gravity fuel 10.252) 


Pittsburgh: 


Kerosine 10.75-11 
10.75 


10-10.375 
10-10.25 


CENTRAL MICHIGAN 


(FOB Central Michigan refineries.) 
Range oil 11.55-12.25 
46-49 w.w. kero. 11.55-12.4 
P.W. distillate 11.4-12(2) 
(3)10.75-11.05(2) 
° 10.5-11(2) 


OH1IO—Quotations of 8.0. Ohio for delivery to 
Ohio points: 


Kerosine 

No, 1 fuel 

No, 2 fuel 

Diesel (Light & Med.) 


CALIFORNIA 
San Joaquin Valley: 


Heavy fuel (PS 400) 
Light fuel (PS 300) 
Diesel fuel (PS 200) ...... 
Stove dist. (PS 100) 


San Francisco: 


40-43 W.w. ... severe 
Heavy fuel (Ps 400) eecece 
Light fuel (PS 300) ...... 
Diesel fuel (PS 200) 
Stove dist. (PS 100) 


Los Angeles: 


40-43 w.w. 

Heavy fuel (PS 400) 

Light fuel (PS 300) ...... 
Diesel fuel (PS 200) ...... 
Stove dist. (PS 100) 


(2)12-12.5 
$1.75-2.00 
$2. 15-2.20(4) 
8.25-11.4 





New York 





Marketer of Petroleum Products 


NEW ENGLAND PETROLEUM CORPORATION 


Boston 








REPUBLIC OIL REFINING CO. 


Refiners of 
and Petroleem 
Marketers Products 


Main Offices: Refinery, 
Pittsburgh, Pa. Texas City, Texas 
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Refinery & Terminal Prices (Continued) 
PRICES IN EFFECT JUNE 2 

























Prices to jobbers & distributors in tank car Prices are of refiners, FOB their refineries & tanker terminals and of tanker terminal operators, 
and/or truck transport lots FOB refineries, FOB their terminals. Ships’ bunkers prices are exclusive of lighterage. 
pipe line terminals and inland waterway barge 
terminals, 92 Oct. 90 Oct. 85 Oct. 83 Oct. Kerosine 
District Prem. Gasoline Prem. Gasoline Reg. Gasoline Reg. Gasoline No. 1 Fuel 
yg ay N. ¥. Harbor  13.85-15 13.85-14.35  (3)12.85-13.6 babe (18) 10.1-10.2(2) 
on on oo Cescesevesrs PES FS do barges. 13.75-14.9 13.75-14.25 (2)12-13.4 ‘ind 10(19) 
a on —" teseeerres  12.55-13.75 Albany ..... 14.2-15.2(3) 14.2-15.2 (3)12.7-13.7(5) 12.7-13.7(2) 10.4(9) 
S Oct, Reg. ue ews Nees =O soe Baltimore .. 12.9-15(2) 12.9-13.25 11.9-13.5 11.9-13.5 10.3(10) 
82 Oct. Reg. ..... (2)11.8-12.75 do barges. 12.8 12.8-13 11.8-12 ee 10.2(4) 
Light Fuel Olls es ~~ = ven i poll 
Range Oil .......+-.+.++- yO Boston ..... 14.95-15.7 14.95-15.2(2) 13.7(7) 12.7-13.7 10.3(14) 
No. 2 fuel .....--+--+-+--  (2)9.9-10.3705 Charleston .. 13.3-14.475 13.3 12.3-12.475 12.3-12.45 10.4(5) 
Corpus Christi 12.5-13.5 12.5 11.5 11.5 ARES ‘ 
er SS mer Houston ....  12.25-13.3 12.25-13.3 11.25-11.3 11.25-11.5 9.25-10.25 
on dig Sian 7.25-7 5, do barges.  12.25-13.3 (2)12-12.25 11,25-11.3 11.25-11.5 9-9.25 
Panag dimen gis gree So Py Jacksonville .  13.6(4) 13,3-13.6(2) 12.6(7) 12.3-12.6 11.1 
No, 6, low eulfur .....-. (2)6.7-6.75 SE Oy peace «ann 3 13.6 12.6 ike 11.1(3) ’ 
No. 6, high sulfur ...... 6.25-Q:S5(S) Mobile ...... 13.4(3) 13.4 12.4(2) 12.4 10.4(4) 
New Haven. 15(3) 15 13.5(2) 13.5(2) 10.3(9) 
New Orleans. 12.6 12 11.6 11.25-11.3 9.7-10.15 
do barges . 12.6 12 11.6 11.2-11,25 9.7-9.95 j 
WAX Norfolk .... 12.9-14.6 12.9-13.2 11.9-12.3 11.9-12.6 10.5(7) 
Pensacola ... 13.4 13.4 12.4 ° Cs pepe! 
Philadelphia . 15.15-15.2 15.15 13.7-13.9 13. 10.2(10) 
Ce FEMA. (20., Bem do barges. 15.05 15.05 13.7-13.8 13.6 10.1(10) 
White Crude Seale: Pt. Everglades 13.6(3) 13.6 12.6(4) cas 11.1(5) 
122-124 A.m.p. ap er 4-4.5(2) Portland ... 15.05-15.3(3) 15.05-15.3 13.8(3) 13.8 10.4(9) 
124-126 A.m.p. ........ 4-4.5(2) Providence ..  14.95-15.2(3) 14,95-15.2 13.7(4) 13.7 10.3(9) 
Savannah ., 13.6(3) 13.3(2) 12.3-12.6(4) 12.3-12.6 11.1(7) 
SEABOARD Wunngs saace 13.4(3) 13.3-13.4 12.4(4) 12.3-12.4 10.9(7) 
. mington 
Melting points are AMP, 3° higher than ? ES ° . 
ig Ng Ny nn i lg ~ HE N.C. .... 13.05-14.55(2) — 13.05-13.2 12.05-12.55 12.05-12.55 10.5(7) 


prices are FOB refinery; scale in bags or 
bbis.; fully refined, slabs loose. Export prices 
are FAS; scale in bags or bbis., fully refined 
in bags or cartons. 



























y Seal .¥. Domes N.Y. Export 
{26-128 white eet) = 5.6(2) Diesel Ou! Light Diesel 
‘ Gas House No.5 Fuel No.5 Fuel Shore Piants Ships’ Bunkers 
Fully Refined: No. 2 Fuel Gas Oil (0-10 p.t.) (15-60 p.t.) (50 cet., 55 4.1.) (45 cet., 45 4.1.) 
ne eer 7.45 none N. Y. Harb. (19)9.1-9.2 9.2-9.6 (12)$3.23-3.56 $2.87 (6)9.5-9.6(2) $3.90(5) 
Gis w4dees 7.45(3) 7-8.15(3) do barges .(17)9-9.25 9.5 (12)3.20-3.46 2.84 avis eese 
128-30 ..... 7.45(3) 7-8.15(3) Albany ..... 9.4(12) 9.8 3.75 eee 9.8(4) eees 
130-32 ‘ inlet 7.1-8.25 Baltimore ... 9.2(10) 9.3 3.23(3) 2.87 9.6(5) 3.90(4) 
BEOD cccnes 7.55(3) 7.1-8.25(2) do barges . 9.1(5) see 3.20(3) 2.84 jose TT 
SMS -ccocen 7.55(3) 7.25-8.4 Baton Rouge. 8.4 8.8 seee 2.22 8.8 3.49 
138-40 ..... 7.55(3) 7.6-8.75 do barges . Tr tT 2.19 o0es ceoe 
143-5 ...... 7.55-8.3 7.8-9(2) Boston ..... 9.3(14) 9.7 eves 3.26(6) 9.7(5) 3.94(3) 
149-51 ..... 9.55 11.2 Charleston .. 9.4(5) a0ea odes 2.73(2) 9.5(2) 3.90(2) 
Houston .... 8.625-9 oes 328s ° (2)8.5-9 3.49(6) 
do barges .(2)8-8.5 ete 2.35 ~~ ~— mint 
Jacksonville . 10.1(8) oeee eoee pee 10.1(6) 4.242(5) 
NAPHTHAS & SOLVENTS Miami ...... 10.1 sete (tas ons 10.1(2) 4.242(3) 
Mobile ...... 9.5(2) sax ecko _— 9.5 eeee 
New Haven . 9.3(10) esos 3.365 eee 9.7(5) ooee 
(FOB Group 3) New Orleans. 8.5-8.7(3) ee aks co 8.7-9.1(2) 3.49(3) 
Stoddard solvent........... 11.375(3) do barges . 8.7 va WEA wit nosy sania 
Cleaners naphtha ......... 11.875(2) Norfolk ....(5)9.2-9.4 9.6 3.18 2.82(2)  9.6(4) 3.90(3) 
V.M.&P. naphtha ......... 11.875(4) Pensacola ... 9.5 FS i £ cae 9.5 aan 
Mineral spirits ........... 10.875(4) Philadelphia . 9.2(10) 9.3 3.10-3.25(3)  3.10(6)  9.6(8) 3.90(5) 
Rubber solvent ........... 11.875(3) do barges . 9.1(9) Eyer jee ea a mh nip 
Lacquer diluent ........... (2)12.125-12.625(2) Pt. Everglades 10.1(4) te kas pinta 10.1(5) 4.242(4) 
Benzol diluent ........... (2)13.125-13.625 Portland .... 9.4(9) 9.8 bewag weed 9.8(4) 4.03 
Providence .. 9.3(9) 9.7 3.24 3.24(2) 9.7(4) 3.94-4.07 
WESTERN PENNA. Savannah ... 10.1(7) vind pwede 2.76(2) 10.1(5) 4.242(5) 
OW City: Tampa ..... 10(5) eee 10(6) 4.20(5) 
s Wilmington, 
Stoddard solvent ......... 14 x Greer r 9.4(7) 9.4 adee eee 9.5(2) 3.90(3) 













Pittsburgh: 
Stoddard solvent 










15(3) 





OH1O—Quotations of 8.0. Ohio for delivery to 
Ohio points: 




















V.M.&P. Naphtha ............... 17. No. 6 Fuel No Sulfur No. 6 Fuel Max. 1% Fuel | Diesel 
Mineral spirits & stoddard solvent 16.0 an wooed — —— — Bn a. 
ie PS eer 14.875 oni 
N.Y.Harb. .(13)$2.45-2.50 $2.45(13) $2,55-2.63(2) $2.55-2.60(3) $2.45(11) $3.57(3) 
: Albany ..... 2.80 pace come Te baer oe 
EK. TEXAS (Truck Trospt, lots) Baltimore .. 2.48(6) 2.45(4) 2.60 2.60 2.45(4) 3.57 
Stoddard solvent ......... 11.25 Baton Rouge. 1.88 1.85 nies os¢e 1.85(2) 3.24 
Boston ..... 2.51(9) 2.51() ore eee 2.51(5) ee 
in i Charleston .. 2.34(2) 31(3) riick ibs 2.31(3) sc 
CENT, W. TEX, (Truck Trnspt. lots) Corpus Christi 1.88 1.85 pease j 1.85(3) 3.15 
Stoddard solvent ......... 10.5 Houston ....(4)1. 1.85(7) 3.24 
KANSAS (For Kans, Dest’n, only) Se 


Stoddard solvent .......... 11.8 









ATLANTIC COAST Pensacola ... peppy < ae Sik % coe 
V.M.&P. Mineral Philadelphia . 2.48(8) 2.45(8) 2.63(4) 2.60(4) 2.45(7) 3.57(2) 
Naphtha Spirits Pt.Everglades 2.25(2) 2.22(2) none esee 2.22(3) eee 

New York Portiand .... 2.54(2) 2.51 cows eoes 2.51 eee 

Harbor ..... 134) 16(5) Providence .. 2.47(5) 2.47(2) 2.65 2.62 2.47(3) see 

Philadelphia ..(3)16.5-17 (4)15.5-16 Savannah ... 2.34(5) 2.31(4) Sees Senn 2.31(5) owe 

Baltimore ..... eece 15.5(3 Tampa .....  2.19(5) 2.16(4) babe naa 2.16(5) oe 

Boston .. 17.5(4) 16.5(5) Wilmington, 

Providence .... cose 16.5(4) , Ge cece cooe eves 
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OIL PRICE SECTION 





Refinery & Terminal Prices (Continued) 


PRICES IN EFFECT JUNE 2 
GULF COAST—CARGOES, DOMESTIC & EXPORT, ALL PORTS 


Cargo prices are FOB ship at U. S. Gulf, minimum of 20,000 bbis., and are by refiners only to 
other refiners, export agents, or tanker termina] operators. The figure in parentheses after each 
price indicates the number of companies quoting that price. 


Aviation Gasoline (MIL-F-5572) 
Grade 115/145 
Grade 100/130 .. 
Grade 91/96 


Motor Gasoline 
92 Oct. Premium 
90 Oct. Premium .... 
86 Oct. Regular . ‘ ebVeewrsecs 6k Seen 
GB GUE, TROMBRE oo oc ct ccccsccdsddccecsovedcgce BBs peeanEnoeD 
79 Oct. 10 


see ee ceeccesccceseecscscoceeses eocceces 5-11 
70-72 Oct. M Leaded 10-10. 25-10.75 


12~12.25(2) 
11.75-12-12.25 


Kerosine & Light Fuels 


Cree: We. PES onc 66 os 00 cc cconesceeess.sée, OOD 
No. 2 Fuel 8(6) 


43-47 Diesel index 
48-52 Diesel index 
53-57 Diesel index 


8-8 . 125-8 .25 
8 .125-8 . 25-8 .375 
8. 25-8 .375-8.5 


Heavy Fuels—Cargoes 
No. 5 Fuel, 0-10 Bt. 


$2.35(2)-$2.50 
Bunker C Fuel 


$1.75(2)-$1.85(3)-$1.90 


MIDDLE EAST CRUDE PRICES 


Posted Export Prices of Socony-Vacuum Overseas Supply Co. for Sale in Cargo Lots. 
(Prices are per bbl. of 42 U. 8S. gals., exclusive of local port or other governmental charges, 
sales taxes, etc., if any; FOB point indicated, for gravities shown; 2c per bbl. differential per 

degree of gravity applies for gravities below and above those shown.) 

Type of Price API 

Per bbl. FOB Point Gravity 
Arabian $1.75 Ras Tanura, Saudi Arabia 36-36.9 
Umm Said, Qatar 39-39.9 
Sidon, Lebanon 36-36.9 
Tripoli, Lebanon 36-36.9 
Fao, Iraq 


Effective 
Date 


Nov. 1, 
Nov. 1, 
April 1, 
—_ 1, 
32-32.9 . 24, 


Iraq-Kirkuk 
Iraq-Basrah $1.67 


AVIATION GASOLINE PRICES 


(Prices are for tank cars, barge or truck transport lots; aviation gasolines meet specification 
MIL-F-5572, unless otherwise noted.) 
District 


Grade 91/96 
New York, N. Y. 


Grade 80 


90 Oct, Premium .. : rehe ewney 16(2) 

86 Oct. Regular , 14.5(3) 
11.8(5) 
11.3(3) 


10.8(4) 


10.35-10.95 
«11.2-11.7 
x10.2-10.95 
No. a Sy eee ee ence 9.22 7.85(4)x 
No. ; . 48 Seb «ieee 9 .53(2) < 7.6(4)x 


No. 


PETROLATUMS 


WESTERN PENNA. 

(Bbis., carloads; tank car, 1 to 1.5c less.) 
(3)7.375-8 
(3)6.875-7.5 


PACIFIC COAST 


Bunker O Fuel 
(P.8. 400) 


(In Ships’ Bunkers, Diesel Fuel 
or Deep Tank Lots) (P.S. 200) 


San Pedro, Calif. $3.44(5) 
San Francisco .. 3.65(4) 
Portland, Ore. .. 3.86(4) 
Seattle, Wash, .. 3.86(4) 


MEXICAN BUNKER PRICES 
U. S. DOLLARS PER BBL. OF 159 LITERS 


Bunker © 
(Ships Bunkers) 
exican 


Tampico .. 
Veracruz 
Minatitlan 


Guaymas 
Manzanillo 
Salina Cruz ... 





29 YEARS OF RELIABLE 
OIL PRICE REPORTING 


This, in just a few words, ts the story of 
Platt’s OILGRAM Price Service. 

Since 1923, it has been recognized 
throughout the industry as the foremost 
daily oil price reporting agency. It has 
constantly been top management's major 
source of oil price information, and with 
good reason. 

. OILGRAM has the largest staff of 
oil price experts employed by any oil 
price reporting agency. 

. OILGRAM is the most complete, 
most comprehensive price report available 
to the oil man. 

. . « « OILGRAM has the complete con- 
fidence of its subscribers. More than 
ninety out of every one hundred oil men 
who once subscribe renew their subscrip- 
tions yeor after year. 

If you are dependent upon daily oil prices 
in your marketing operation, you should 
be an OILGRAM Price Service subscriber. 
We invite you to accept a week's Trial 
Subscription with our compliments. There 
is no obligation on your part whatsoever. 
A letter of request on your company 
letterhead is all that is required. 

Write today to: 


Platt’s 
OILGRAM 


Price Service 
1213 W. 3rd St., Cleveland 13, Ohio 
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OIL PRICE SECTION 











Tank Wagon Prices 


Prices for gasoline do not include taxes; they do, nga include 
Gasoline tazes, shown in 
separate column, include 2c federal, and state tazes; also city and 
Kerosine tank wagon prices 
also do not  tnetase taxes; kerosine taxes where levied are indicated in 
ts, if any, are shown in footnotes. These prices in 


tnepection fees as shown in next column. 


county taxes as indi in fi t 











Atlantic 
White Flash 
(Regular Grade) Kero. & 
Gasoline No, 1 


ATLANTIC 
REFINING 


e Fuel Fuel 
T. w. T.W. Taxes T.W. T.W. 
Allentown, Pa..x15.0 ~15.0 7.0 14.0 12.8 





Altoona ...... ees evs +.» 14.55 13.15 
BD ececcd pice 15.7 15.7 7.0 14.55 13.15 
Greensburg ... 15.6 15.6 7.0 14.55 13.15 
Harrisburg .-015.0 ~15.0 7.0 14.0 12.8 
Philadelphia ..%14.7 14.7 7.0 13.4 12.2 
Pittsburgh .... 15.6 15.6 7.0 14.55 13.15 
Reading ...... «15.0 ~15.0 7.0 14.0 12.8 
Scranton ......%15.0 ~15.0 7.0 14.3 13,1 
Wilkes Barre.. ... a -» 43 = 13.1 
w eee «15.6 ~15.6 7.0 14.3 13.1 
York .. -.-e15.0 ~15.0 7.0 13.7 12.5 
Wilmington, 

Del. . 14.7 ~14.7 7.0 13.4 12.3 
Bridgpt., ‘Conn. 14.8 14.8 6.0 ee es 
Hartford ..... 14.8 15.1 6.0 coe 12238 
New Haven ... 14.8 14.8 6.0 «- 1233 
Boston, Mass. . 14.9 14.9 6.3 coe 13.6 
Fall River .... 14.9 14.9 6.3 ee oe 
Springfield .... 15.6 15.6 6.3 coe § 6818.8 
Worcester - 15.1 15.1 6.3 eos 6913.8 
Prov., R. I. 14.9 14.9 6.0 ese 123.5 
Camden, N. 3 14.6 14.6 5.0 13.2 12.2 
Newark ... 14.6 146 50 13.1 12.1 
Albany, N. < 14.7 14.7 60 13.5 12.2 
Binghamton .. 15.8 15.8 6.0 14.9 13.5 
Buffalo 15.5 15.5 60 15.1 13.9 
Eimira - 15.8 15.8 60 15.0 13.6 
Rochester 15.5 15.5 60 15.2 13.8 
Syracuse ...... 15.4 154 60 14.9 13.5 
Watertown .... 16.6 166 60 16.1 14.4 
Baltimore, Md. 14.5 14.5 7.0 coe §=69829 
Richmond, Va. 14.5 14.5 8.0 14.0 12.6 
Charlotte, N.C. 15.4 15.4 9.0 13.9 12.6 
Jacksonville, 

FIM, ccccccss 15.2 15.2 .0 eee ose 

Mineral Spirits V.M.&P. 
T.W. T.W. 
Philadelphia, Pa. .... 16.5 18.0 
Pittsburgh .......... 20.0 21.0 
Heavy Fuel Oils—T.W. 
No. & Ne. 6 
Philadelphia, Pa. ....... 8.48 6.90 


Notes: 


Kerosine—Thru Penna. & Del., add 2c per 
gal. for t.w. deliveries of less than 25 gals. 
at one time. Camden—aAdd ic for deliveries of 
100-299 gals., 2c for less than 100 

Mineral Spirits prices also apply to Stod- 
dard Solvent. 

x Effective June 2. 


CONT’L (N. B. Prices are Continental's 
tankwagon prices. Current selling 

OIL prices may vary from those shown 
because of local conditions.) 


N-tane (3rd Kero- 
(regular) Grade) line sine 
Tank Wagon Taxes T.W. 
Denver, Coio. ... 14.8 13.8 8.0 14.7 
Grand June. .... 17.2 16.2 8.0 17.1 
ere 5.6 14.6 8.0 15.5 
Casper, Wyo. ... 15.7 14.7 8.0 15.0 
enne ....... 15.7 14.7 8.0 15.6 
Billings, Mont. .. 17.0 eove 8.0 16.5 
BOD cc cccccecs - 18.0 eee 8.0 18.2 
Great Falls ..... 17.0 pas 8.0 18.2 
eeoses eee 17.5 eees 8.0 18.2 
Salt Lake U. ... 16.4 Sane 7.0 16.5 
Twin Falls, Ida.. 19.1 18.1 8.0 19.2 
Albuquer., N.M.. 16.0 15.0 8.5 14.9 
Roswell coccsee 15.3 14.3 8.5 14.2 
Santa Fe ....... 16.3 Sees 9.0 15.2 
Muskogee, Okla.. 13.7 12.7 8.5 12.9 
— City .. 13.5 12.5 8.5 13.1 
DIES cccscccsee 23.8 12.5 8.5 12. 


Taxes: 

Gasoline tax column includes these city taxes: 
Albuquerque & Roswell, 0.5c; Santa Fe, 1c; 
Cheyenne, 1c; Casper, ic, 


Discounts: 
Salt Lake City and Twin Falls gasoline 
and kerosine prices apply for deliveries of less 


than 200 gals.; 200-399 gals., deduct 0.5c; 
400 gals. and over, deduct ic. 


T.W. prices are to consumers and dealers. 





effect June 2, 1952, as posted 
their 





by principal marketing companies at 


ters offices, but subject to later correction. 


2/25¢; Kans, 1/100c; 








CALIFORNIA = invguinr) Av. 80/87 Gaco- 
( ¥v. 
STANDARD 2.2. 7.2. line 
400 Gals. & over Taxes 
San Fran., Cal. ... 14.5 18.0 6.5 
Los Angeles ...... 14.0 17.5 6.5 
 nmiae bee see 15.7 19.2 6.5 
Phoenix, Ariz. + 17.2 20.7 7.0 
Reno, Nev. ....... 17.0 20.5 7.5 
Portland, Ore. .... 15.0 18.5 8.0 
Seattle, Wash. .... 15.0 18.5 8.5 
SND scccedece « 27.8 21.3 8.5 
5 ee 15.0 18.5 8.5 
Boise, Idaho ...... 17.7 23.2 8.0 
Salt Lake, U. .... 15.4 19.4 7.0 
Honolulu, T.H. . 15.3 18.8 8.5 
Fairbanks, Alaska. 27.1 30.6 4.0 
TORO occ ccanvese 16.3 19.8 4.0 
8 
erosine Diesel & 
T.T. Furnace Oil Stove Ol 
40/199 T.T. .T. 
5 400 gals. or more) 
(ex all taxes) 
San Fran., Cal... 18.5 10.9 12.4 
Los Angeles ..... 18.0 10.4 11.9 
PUES cecccscese WS 11.8 13.3 
Phoenix, Ariz. ... 21.2 14.3 15.8 
Reno, Nev. ...... 21.0 13.8 15.3 
Portland, Ore. ... 20.5 11.5 Sees 
Seattle, Wash. .. 20.5 11.5 eed 
CNG. cectcoces 24.3 14.8 16.3 
TACOMA 2 .ncccess 20.5 11.5 coe 
Boise, Idaho ..... 28.7 15.3 16.8 
Salt Lake, U. ... 16.5 13.0 13.5 
Honolulu, ‘t. H. 19.3 11.7 eee 
Fairbanks, Alaska 34.8 cose ° 
Juneau .....0eees 21.8 ° 
Taxes: 


Boise—S8c gas tax applies to motor fuel 
only; avgas taxes are 2c federal, 2.5c state. 

Salt Lake—7c gas tax applies to motor 
fuel only; avgas taxes are 2 federal, 4c 
state. 


Honolulu—8.5¢ gas tax applies to motor fuel 
only; avgas taxes are 2c federal, 4c terri- 
torial. Standard Diesel/furnace oil price is 
ex ic territorial liquid fuels tax. All T.T. 
prices are ex Hawaiian gross income tax of 
1% to resellers, 2.5% to consumers. 


Notes: 


Gasoline—For other deliveries of Chevron 
(Regular) and Chevron Aviation 80/87, add to 
400-gals.-and-over price 1.0c for 40-199 gals.; 
0.5¢ for 200-399 gals., except for deliveries to 
Marine trade in Alaska (excluding Chevron 
Aviation 80/87) where 0.5¢ differential applies 
to 40-399 gal. delivery; for less than 40 gals. 
add 4.0c gal., except at Honolulu add 4.5c for 
less than 40 gals. to Marine trade and less 
than 100 gals. to Shoreside trade. Prices for 
Chevron Aviation 80/87 at Salt Lake City ap- 
ply to all quantities in excess of 40 gals. 
Prices for Chevron Supreme (Premium) are 
2.0c gal. higher than Chevron (Regular) for 
quantity delivered, except at Salt Lake which 
is 1.5¢ gal. higher. For less than 40 gals. de- 
liveries, add 4.5c gal. to 400-gals.-and-over 
price, except at Honolulu, add 5.0c gal. for 
less than 40 gals. (Marine) and less than 100 
gals. (Shoreside). Add to Chevron Aviation 
80/87 quantity delivered prices, 2.0c for 91/98, 
5.0c for 100/130, and 8.0c for 115/145. 

Kerosine—T.T. prices, except at Salt Lake 
City, apply to deliveries of 40-199 gals. For 
other deliveries: , add 4c; 

399 gals, & over, 
deduct 4c; tank car-truck trailer, deduct 5.5c. 
Salt Lake City posted tank truck price is for 
minimum 40 gal. deliveries. 

Standard Diesel/Furnace Oi] & Standard 
Stove Oil—T.T. prices are for deliveries of 400 
gals. or more. For other deliveries: 40-199 
gals., add ic; 200-399 gals., add 0.5c; less 
than 40 gals., add 5c, 


Humble 
HUMBLE Gasoline Gaso- Kerosine 
On Regular line Tank Re- 

T.W. Retail Taxes Wagon tail 
Dallas, Tex.. 14.0 19.0 6.0 12.8 17.0 
Ft. Worth .. 14.0 19.0 6.0 12.8 17.0 
Houston .... 14.0 19.0 6.0 12.8 17.0 
San Antonio. 14.0 19.0 6.0 12.8 17.0 


Notes: 


T.W: prices are to all classes of dealers and 
consumers. 





Inspection fees per gal., 
unless otherwise specified, are as follows: 
Ala, 1/40c on gasoline; Ark, 


included in both ¢ and } 61 prices, 





1/20c; Fla. 1/8c; Ill. 3/100c; Ind. 


La. 1/32c; Minn. 5/200c; Mo. 1/25¢; Neb. 2/100c; 
Nev. 1/20c; N. C. 1/4c; N. D. 1/20c; Okla. '2/25¢; 8. 
1/40c; Tenn, 2/5¢c; and Wisc. 3/100c 

Kerosine inspection fees only: Ala. ‘1/20; Iowa 1/50c; Mich, 1/5e. 


Cc. 1/8e; 8. D. 









ESSO Regular Grade) 
( 
STANDARD Gasoline Kero- 
Dir. Cons. sine 
-.W. T.W. Taxes T.W. 
Atlantic City, N. J. 14.6 14.6 65.0 13.2 
MEE scccbervsce 4.6 14.6 5.0 18.1 
Baltimore, Md 14.5 14.5 7.0 138.1 
Cumberland ...... 15.7 15.7 7.0 14.5 
ashington, D. C 14.9 14.9 6.0 13.5 
Danville, Va. ..... 15.4 15.4 8.0 14.2 
Petersburg ....... 15.0 15.0 8.0 14.3 
Norfolk .......+.+. 14.1 14.1 8.0 13.6 
Richmond ........ 14.5 4.5 8.0 14.0 
Roanoke .......... 16.3 16.3 8.0 15.1 
Charleston, W. Va. 16.1 16.1 7.0 15.2 
Fairmont ......... 16.1 16.1 7.0 15.6 
Parkersburg 16.0 16.0 7.0 14.6 
Wheeling ......... 16.0 16.0 7.0 14.4 
Charlotte, N. C.... 15.4 15.4 9.0 13.9 
Hickory ..... coves 15.8 15.8 9.0 14.1 
BR, AMG cccccccece 16.0 16.0 9.0 14.4 
Raleigh ........... 16.0 16.0 9.0 14.6 
Salisbury ......... 15.3 15.3 9.0 13.7 
Charleston, 8. C... 14.5 14.5 9.0 cove 
Columbia ......... 15.9 15.9 9.0 o. 
Spartanburg ...... 14.9 146.9 O08 0. 
New Orleans, La. . 13.3 13.3 11.0 12.3 
Baton Rouge ..... 13.7 13.7 11.0 12.5 
Alexandria ....... 15.1 15.1 11.0 13.7 
Lake Charles ..... 13.8 13.8 11.0 13.1 
Shreveport ....... 15.4 15.4 11.0 13.5 
New Iberia ....... 13.9 13.9 11.0 183.1 
Knoxville, Tenn. .. 15.3 15.3 9.0 13.7 
Memphis ......... 15.0 15.0 9.0 13.5 
Chattanooga ...... 15.2 15.2 9.0 13.6 
Nashville ......... 15.5 15.5 9.0 14.0 
Little Rock, Ark. . 15.9 15.9 8.5 14.3 
Naphthas-T.W. & Steel Bbis. 
Min, 8 V.M.&P. 
Newark, N. J. 
3,600 gals. & over... 17.0 18.5 
Steel bbis. .......... 23.0 24.5 
Baltimore, Md. 
3,600 gals, & over... 15.7 
Steel bbis. .......... 24.5 
Washington, D, C. 
100-499 gals. ....... 19.0 ° 
500-3,599 gals. ...... 18.0 ° 
3,600 gals. & over. 16.2 ° 
Steel bbis. ........ 25.0 e 


FUEL ous—T. w. 
No.1 No.2 Ne.4 No.6€ 





Atlantic City, N.J. 13.2 12.2 ‘ 
Newark, N. J. ... 13.1 12.1 $3. 154 $3. "006 
Baltimore, Md. .. 13.1 12.2 3.69 2.94 
Washington, D. C. 13.5 12.6 3.85 2.89 
Norfolk, Va, .... 13.6 12,2 nes anes 
Danville .....0+++ «+++ 12.8 oees ° 
Petersburg ....... 14.3 12.9 os ee 
Richmond ....... 14.0 12.6 ae ‘ 
Roanoke ......6+ «+s 13.7 e os 
Charlotte, N. C. . 13.9 12.6 oe . 
Hickory . 4.1 12.9 . 

Raleigh ..... ° 6 13.5 66 
Charleston, ‘sg. eG. eees 12.4 cess 
Columbia ....++++ «+++ or oee~ 





Spartanburg .... 12.4 

Taxes: Louisiana kerosine prices” do not in- 
clude ic state tax. 

Notes: 


Kerosine No. 1 — Atlantic City prices are 
for deliveries of 300 gals. or more; add lc for 
100-299 gals. 2c for less than 100 gals. 

No. 6—Washington price is for min. delivery 
of 1,050 gals.; for min. delivery of 2,500 gals. 
price is $2.83 per bbl 


IMPERIAL (Prices are per imperial gal.; to 
arrive at price per U. 8. gal.. 

OL subtract 1/6th.) 

Esso 

(Regular Grade) Kero- 
Dealer Gasoline sine 
T.W. Taxes T.W. 
St. John’s —. ee 24.8° 14.0 2.8 
Halifax, N. 8. . 21.3 15.0 23.3 
St. John, N. B. ° 21.3 13.0 23.3 
Charlottetown,P.E.I. 23.3 13.0 25.3 
Montreal, P. Q. ... 22.6 13.0 2.6 
Toronto, Ont. ..... 22.2 11.0 24.2 
22.2 11.0 2.2 
22.5 9.0 26.5 
26.4 9.0 28.4 
21.0 10.0 23.0 
-A.4 19.0 2.4 
21.0 10.0 2.0 
19.5 10.0 21.5 
21.8 10.0 23.8 





(*) Price is for Esso Extra (Premium). 
: Gasoline taxes are provincial taxes. 
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SOCONY VACUUM 


New York City: 


Binghamton 
Buffalo 
Jamestown 
Mt. Vernon 
Plattsburg 
Rochester .......... 
Syracuse 
Bridgeport, Conn. .. 
PEE Swecdccceee 
Hartford ey 
oe ae 
Bangor, Me. 
Portiand .... 
Boston, Mass. 
Concord, N. H 
Lancaster 
Manchester 
Portsmouth ....... 
Providence, R. I, 
Burlington, Vt, 
Rutland ar . 
Tank Wagon Prices” 
Mineral Spirits 
V.M.&P. Naphtha 
Taxes: N.Y.C. prices do 
Discounts: 

Mobil Kerosine—Mt. 


Mobilfuel Diesel—All points, 
Vernon T.W. 


Mobilheat— 
Notes: 


Mt. 


Syracuse V.M.&P. price is in steel] barrels, 
x May 19; xf May 21. 


Effective dates: 


OHIO STANDARD 


AIA AIAIAAROOHVSAASAAARPSARASASVAAGD 
ecocoescoowooooooooosoooeosoosooo 


Tank Wagon Prices (Continued) 


GoGo Gms bo. s 
: CRUNCH HOS: BOOBD 


wneescoooam: aw. 


ween: 


S dpm ie genes 
5 ans 


10 
11 


= 
to & © bo Wy ih © © bo & bo i © nde 


(—) 


— 
0 
of 5 
‘not ‘include’ 3% city sales tax applicable to price of gasoline (ex 
Vernon T.W. less 0.5c for deliveries of 300 gals or more 
0.5c for T.W. deliveries of 800 gals. or mcre 
jess 0.5c for deliveries of 300 gals. or more. 


Aviation Gas.-Cons. T.W. 
Soehio Soehio Sohio 


Gasoline 
Taxes 


Cincinnati 
Cleveland 
Columbus 
Dayton 
Lima 
Mansfield 
Marion 
Portsmouth 
Toledo 
Youngstown 
Zanesville 


6. 22. 23. 26. 
Taxes: Hangar operators can purchase aviation 


A-10 to supplier. 
Discounts: 
Kerosine, Nos. 


eocoocoocececo 
SooooooooSOoSS 
Sooocoooooosco 
SooooooOOOOOS 
- ah . oe oe a ee oe a : 
ecoocoooooooon 
Banna nanaaooa 
apttttatdatett tat 
ScoooooeooooS 
BRUaaaeaaaaan 


5 
gasoline less 4c 


Sohio Aviation—on contract to hangar operators and resellers,2c off consumer t.w. 
1 & 2—Prices with asterisk (*) are for t.w. or drum deliveries of 100 gas. or more; 
other points are for t.w. or drum deliveries of 50 gals. or more; less than 50 gals., 


BBaananaaaaae 


19 20.0 13. 
per gal. State Road Tax by supporting purchase with State Tax Exemption 


* Bb: bb babowbe 

S Ebniewe: Sabb! bebe: fet: 

a! bbbbwnebad: ba: 

ib dwdwPnvsde. SdwoteSebnaces 


WASSCAHRMOCORO:; 


Coolest 
oo 


Jamestown T.C. prices are delivered prices; all other T.C. prices are FOB bulk terminals 


Kerosine No.1 No. 2 
T.w. =a Sohio- Heat 
.9° 12.9 
rs 
9 
.° 
.9° 


3.9° ‘3° 
9 9 
.9* 9° 
.9° 9° 


a 

6° 

.9° 
Form 


2 9 9° 
20.5 9° —«-:13.9* 


less than 100 gals., 0.5c higher. Prices at 


0.5¢ higher. 

Naphthas—To contract consumers off t.w. prices (except Lucas County) 300 to 999 gals., 0.5c; 1000 to 2499 gals., 0.75c; 2500 to 4999 gals., ic; 
5000 or more gals., 1.5c. Lucas County: less than 50 gals., tank wagon price, 50 to 249 gals., 0.5c; 250 to 499 gals., 1c; 500 gals. or over 1.5¢ 

Notes: Renown (third-grade) gasoline prices are same as X-Tane unless otherwise noted. 8.8, prices are at company-operated stations 


INDIANA STANDARD 


Tank wagon prices listed below were obtained by NPN correspondents who visited Standard of 


Indiana bulk plants where the company’s prices are publicly posted. 


Chicago, Ill. .. 
South Bend, Ind. 
Detroit, Mich. 
Mpis.-St. Paul 
Des Moines, Ia.. 


Milwaukee, Wisc, 17.6 


Fuel Oils—T.W.—Chicago, Tl. 
Standard 
Heater Oil 


Oe R ccvnsccaes 
100-149 gals. ........ 
150 gals. & over 
150-399 gals. 

400 gals. & over 


1-749 gals. 

750 gals. & over .... 
Taxes: St. Louis, Mo., 
city tax. Des Moines, 


1 
ion 


Furnace 0i}————_- 
100 gals. 100-174 175-999 er yy 
& over gals. gals. 





1-99 
gals 


14.3 


AS y{yrIstaIFatiaee 
Secooocoocusce 





Stanolex 
Furnace Oi! 
14.8 
13.8 
13.3 
Stanolex 

Fuel © 


9.5 
8.75 


3 
2 


Dallas, Tex, 
Fort Worth 
Wichita Falls .. 
Amarillo ..... 
Tyler 

El Paso ........ 
San Angelo 

Ww 


BSE 
Ses 


@matend 


fet et et tt 


le 





Ia., 
oil prices do not include 4c state tax. State 


tax 
kerosine and furnace 


wooosouooooe ss 
50000000000: 
BESEREERE 
SSssssaeses 


Port Arthur .... 
& use taxes to be 





es, pati 
added where applicable. 
* “Temporary’’ price. 


JUNE 4, 1952 


Notes:—Dealer t.w. prices apply also 
classes of consumers with minimum delive: 
50 gals. 


5 
E 


2 
q 


Kentucky 
Standard 


Covington, Ky. ........ 
Lexington 
Louisville 


seoeoe 


Vicksburg 
Birmingham, Ala, 


nd 


Montgomery 


Savannah 
Jacksonville, 
Miami 


eSeonmmnsove ‘ 
ecoocooooooooooeosoo 
SOCASSeVUVSAHWASDHH SHS 


Taxes: 


Gasoline tax column includes these city & 
county taxes: Mobile, 2c city; Birmingham, ic 
county; Montgomery, ic city & lc county; Pen- 
sacola, ic city. Other taxes not included in 
prices: Georgia, kerosine, ic; Montgomery, 
kerosine ic; Mississippi, kerosine 0.5c. 


Notes: 


Consumer t.w. prices are same as net dealer 
prices. 
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STATISTICS 





Pennsylvania Oil Other Than Lubes at Refineries Dealer and Service Station Prices for Regular-Grade 
(Compiled by National | Petretonm Assn. from report of all region Gasoline in 50 Representative Cities*** 


March 31, Feb. 29, MAY 1, 1952 


1952 1952 Cents Per Galion 
Naphthas & Gasoline Dealer’s Indicated Gasoline Tax Service 
(1) Straight run, unblended and/or unleaded, Net Price Dealer (Ine. 2¢ Station 
for sale as motor fuel .. 3,232 2,547 City (Ex Tax) Margin? federal tax) (Inc. Tax) 
(2) Naphtha and gasoline, for sale for blending Average United States .. 15.24 4.94 z, 27.50 
or further refining or held at refinery for Portland, Me. hoe dea 15.00 .$ 3 26.90 
further distillation, er blending or Manchester, N. H. ° - 15.10 i y 24.90 
leading : eke 238,350 245,558 Burlington, Vt. ........ 15.60 t . 27.80 
(3) oe 65 octane, ‘not included in (1) or Boston, Mass. ........ 14.90 z 26.50 
2) above eusuveses dos kaw Providence, R. I. — 14.90 5. 0 25.90 
(4) 85 octane and above .... ° 457,315 384,606 Hartford, Conn, ....... 14.80 . > 24.90 
. Salable naphthas other than motor “quel ‘mate- Buffalo, N. Y. above 15.50 5. 26.80 
rial (does not include refinery process —— 11,298 11,742 New York, N. Y. ie 14.70 5 f 
3. Kerosine 


‘ ' 27.50 
‘ ee 64,425 72,288 Newark, N. J. ... -. 14.60 3.2 
36/40 gas oil (include ‘furnace ‘oil) tind’ . 70,553 53,124 


rotons 5s ,12 Philadelphia, Pa. ... 14.00 
5. Fuel Oil (not reported above) wie 46,502 39,962 Dover, Del. ....... i 14.40 
. Oils held as cracking — are. stocks we 257,524 275,411 Baltimore, Md. ......... 14.50 
. Non viscous neutral .. ees 19,951 16,140 ° Washington, ae 14.90 
| re eee ian eh d 84,874 87,713 Charleston, W. Va, ... 16.10 
. Crude petroleum .. : ; otis 20,791 20,608 Norfolk, Va, ...... ‘ 14.10 
Wax (Ibs.) Kant 9,381,766 10,051,853 Charlotte, N.C. . 
Charieston, S, C. 
Atlanta, Ga. ..... 
Jacksonville, Fia. 
7 P ; z . Birmingham, Ala. 
Pennsylvania Lubricating Oils at Refineries Vicksburg, Miss. 
Memphis, Tenn. 
Lexington, Ky + 
Youngstown, Ohio 
South Bend, Ind. 
Chicago, ml. 00 


15.40 
50 
90 
20 
70 
20 
.00 
50 
50 
80 


~ 
- 





” 


a 


cron 


(Compiled by National Petroleum Assn. from reports of companies re- 
fining Pennsylvania Grade crude oil. Figures in bbls. of 42 U. 8. gals.) 


Total In- Total In- 
Pro- ventory Pro- ventory ; ‘ g 
duction March 31, duction Feb. 29, ata Rags ~ Mea - 
March, 1952 1952 Feb., 1952 1952 Twin Cities, Minn. ...... 50 
. Raw long residuum .. ° 56 bmn b Ttier Fargo, N. D. ..... on 3.40 
. 600 steam refined stock | ae 212,160 107, 722 193,215 89,617 ae SE A ee 5.70 
3. Other steam refined stock .... 30,831 58,772 34,563 55,786 Omaha, Neb. savin 5.50 
. Finished dewaxed head Des Moines, Iowa .... .40 
residuum ... te ash sue wk borat kaewas owe tes 8 Rane .70 
> Fee ee 146,445 161,148 145,825 165,238 Wichita, Kans, aa .00 
. Viscous neutral, below 180 vis. Tulsa, Okla, ... = 3.50 
but not below 142 vis. @ 100 73,134 99,836 80,413 107,406 Little Rock, Ark. pained 5.90 
Viscous neutral, 180 vis. @ New Orleans, La. ....... 13.30 
100 and above . ere, 161,204 86,664 121,873 Houston, Texas ......... -00 
Albuquerque, N. M. .... .00 
Denver, Colo. .... . .80 
Casper, Wyo. ...... ae .60 
Butte, Mont. ..... ea .00 
District 5 Demand Boise, Idaho ............ 17.70 
Salt Lake City, Utah .. 5.40 
(California, Oregon, Washington, Arizona and Nevada) Reno, Nev. eee seeeeees -00 
(Bureau of Mines Figures in thousands of bbls. daily) Phoenix, Ariz. eeseeces .20 
San Francisco, Calif. .. .50 
March, Feb., Portland, Ore Fees 
1952 1952 Spokane, WE Kvinccee’ SD 
Gasoline & Naphtha ........ . 388 399 382 - 
Liquefied Petroleum Gases ............ 34 35 ¢ ° Includes city tax of lc per gal. 
Kerosine & Kerosine Distillates .... : 6 6 ** Includes city tax of 0.5c per gal. 
Lubricating Oils & Distillates ...... ie 14 16 *** API figures as reported by The Texas Co. 
Stove Oil & Diesel Oi] ............ vi" 182 191 + Editor’s Note: Where there are price wars these indicated margins 
Fuel Oi] ... ‘ 388 382 do not necessarily show what the dealer is actually realizing per gallon 
21 23 of gasoline sold, Special allowances temporarily are being granted to 
some dealers hit by the subnormal retail prices 
+? Applies to deliveries of 400 gals. and over. 
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Production of Natural Gasoline : . 
(Bureau of Mince figures tn bbls., 660 canitted) Net Stocks of Pennsylvania Crude Oil 
(Compiled by National Petroleum Assn. Figures in bbis.) 


95 March 31, Feb. 29, March 31, 
East Coast ....... prs een ha np PAR ge estat 1952 1952 1951 
New York .. ped devas atin “< At refineries ... 246,714 258,391 319,766 
iL eI nc seek a's aeiuigbarow-s hice Pipe Line and tank farm .... 1,594,103 1,466,782 1,337,102 
West ee. ew Pa ks hoe bes e.c00 % one DORR sci . ..+. 1,840,817 1,725,173 1,656,868 
NE Salad At + MRE bos buc'e UERS o eaend bekdals 
ere eee 
Kentucky 
Michigan 


, 





Midwestern Lubricating Oils 
cen phelle dc bed bae (Compiled by Western Petroleum Refiners Assn, from figures of 12 
nav vows Cubes wbk 448 ir Cebn ¢ reporting companies; figures in bbis. of 42 gals.) 
RS cs oe ni cwdn oxlaem pty akinccenice 918 MARCH, 1952 
Gulf dees snbaae as eeRawicas 


Steam- 
Mississippi A te RAE Total Solvent Total Solvent Paraf-  Re- 
New Mexico .... FT RPT ESL a eS Bright Bright Viscous Viscous fin fined Blended 


Texas: Stock Steck Neutrals Neutrals Oils Stock Oils 
eee 


BdSe Ve hekKee's eb are cee sd Vepe wena 3 Production .... 299,622 238,981 622,191 536,363 134,605 18,050 620,853 
West Texas die Biv itws s<eeai ua thee Shipments: 
2 ee eee Sere Domestic ... 257,941 221,223 484,844 406,071 114,030 18,780 459,331 
Panhandle anes , Export 23,347 11,596 16,485 16,485 2,476 535 98,626 
Other oe 1 77 TOTAL ... 281,288 232,819 501,329 422,556 116,506 19,315 557,957 
ED, biniesin8ee5 wh ohne oP > ahi sages eee bhne. ® Inventory 
Montana BS March 31 ...453,144 336,372 1,005,837 866,290 157,882 37,169 509,109 
Nebraska Days Supply .. 43 41 54 54 
Utah vs hb Wichthdees mieae's : 
oe ee Sees SS MARCH, 1951 
California Pewee save e unas 2,484 Production .... 333,699 251,103 574,603 480,865 121,379 15,666 569,929 
Shipments: 
. ’ 18,049 Domestic .... 267,730 217,668 529,568 442,761 120,837 23,354 
Daily average 603 622 Export 71,010 48,328 42,478 40,948 17,518 267 


—— TOTAL ... 338,740 265,996 572,046 483,709 138,355 23,621 
* Colorado, Nebraska and Utah gasoline products included with Wy- Inventory 
oming. 


March 31 ... 329,784 230,422 626,837 518,744 116,173 37,169 
t Michigan production included with Illinois. Days Supply .. 36 30 34 36 
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DISPLAYED: Advertisements set in special type or with border— 


50 per column inch. 


$13. 
UNDISPLAYED: “For Sale” 


“Wanted to Buy". 





CLASSIFIED 


“Help Wanted” 





: “Business Opport iti 
tions set in type this size wit 
charge $7.50 per insertion. 


out border—20 « cents a word. Minimum 


classifica- 


“Positions Wanted’’—I15 cents a word. Minimum charge $3 per insertion. 
Box number counts 2 words. Copy must reach us by Wednesday 
preceding date of issue. 


All classified advertisements are ) payatio in advance. 
No agency commission or cash d on cl 


ified advertisements. 








For Sale 


4000 GAL. STAINLESS STEEL milk tank, 
tandem axle. 6000 gal. petroleum tank, 3 
compartments, tandem axle. Brand new units. 
We also have a number of used tanks. 
TRAILER CO. OF LANCASTER, INC., 1201 

il Ave., I t Pa., Phone 8277. 








SOLVENT 90-95 V. I. 
APPROVED LUBE BASE STOCK 
Available for immediate deliv- 
ery New York Harbor, for do- 
mestic or export drum or bulk 
shipments. 

BOX 650 








STEEL STORAGE TANKS 
Railroad tank car tanks 6,500 
to 12,000 gal. cap. Coiled 
and non-coiled. They’re heav- 
ier, safer, cheaper. 

Also complete tank cars 
8,000 and 10,000 gal. cap. 
Your inquiries solicited 
Marshall Railway Equipment Corp. 
50 Church St., New York 7, WN. Y. 
Phone: COrtiandt 7-8090 








An advertisement in NPN’s Classified 


Business Opportunities 


A NEW GASOLINE FILLING STATION SYS- 
TEM, Independent of Electric Power, lowest 
in cost and upkeep, that delivers either 
Gravimetric or Volumetric meterings, with 
positive safeguards for Self-Service, operating 
either manually or as a coin-automatic, is 
offered for production and distribution, a full 
scale installation being available for inspection 
and conclusive demonstrations. BOX 661 


FOR SALE: Oi] jobbing business handling 
major brand with Goodyear tires. 2 bulk 
plants in 2 different towns; will sell together 
or separately. Grossing 3 to 4c per gal., 
135,000 gallons per month, $400,000 per year 
volume. Late model equipment in 25 retail 
outlets, excellent farm business. Butane busi- 
ness may also be combined with one bulk 
plant if desired. Price $75,000.00 plus in- 
ventory (price does not include butane busi- 
ness), 1/3 down, balance 5 years. Write 
BOX 663. 


For Sale 


CRANKCASE DRAININGS, 10,000 = gals. 
weekly, shipment by rail or tank wagon. State 
quantity désired and price F.O.B. Pittsburgh, 
Pa. BOX 662, 


3000 TO 4500 GALLON SINGLE AXLES, 
4500 to 7300 gallon tandem axle units. We 
finance, cash or trade. Guaranteed units. 
BRUCE E. HACKETT CO., 621 W. 58th S8t., 
Kansas City, Mo., Hiland 1385. 


STATION WITH CAFE ATTACHED: Com- 
plete with new equipment, only one year old, 
located near McCook, Nebraska on Highways 
6 and 34. Excellent condition. C, G, COREY, 
MeCook, Nebraska. 


Position Wanted 


GENERAL MANAGER, SALES MANAGER 
for petroleum distributor. Prefer connection 
where owner desires to slow up. Would like 
part of compensation to go toward purchasing 
part ownership. Commission or percentage of 
net profits preferred. 15 years experience. 
Qualified all phases wholesale and retail. Age 
36. Presently employed with Major. BOX 
663. 


Position Open 





ADVERTISING 
EXECUTIVE 


OPPORTUNITY as advertising execu- 
tive with major oil company for experi- 
enced advertising man, 30 to 45 years 
old; oil marketing background preferred 
Must be good administrator, able to 
supervise radio, TV, newspaper, and 
handle 
with agency and marketing executives. 


outdoor campaigns, contacts 
If you qualify on all counts, give per- 
sonal data, brief summary of experi- 
ence, minimum salary requirements 
Our own people are informed 


WRITE BOX 664 











Section will bring you quick, effective see GALS. 
results at low cost. 
NATIONAL PETROLEUM NEWS 
1213 W. Third St., Cleveland 13, Ohio 
WRITE TODAY 


pumps with motors, 
line loading. 
ROAD OIL CO., 











INSULATED TRUCK TANK, 
skirted. Three 3 hp Ingersoll-Rand 3” gasoline 
Pressure tanks for gaso- 
Above equipment all used. PITT 
Helen & Robb Sts., McKees 
Rocks, Pa., Phone Federal 18257. 


Wanted To Buy or Lease 


BONAFIDE INDEPENDENT JOBBER SEEKS 
expansion. Will purchase or lease petroleum 
distributorship in Michigan. Will negotiate for 
immediate or future transactions. BOX 654. 





Surplus Offerings of LP-Gas Available 


TULSA—-Liquefied petroleum gas trade sources May 28 
said that supplies were “in better shape at this season 
than for several years past,” but a few surplus quantities 
still were available, mostly for Group 3 shipment. 

Refinery strikes, which cut into supplies of LP-gas 
also prompted chemical manufacturers to step up their 
orders, according to reports. However, butane-propane 
mixtures are long in some producing districts and also 
butane for refinery use. 

Reports on prices indicated quotations generally were 
firmer in Louisiana, northern and central Texas, than in 
Group 3, where large producers continued to post 4c for 
propane, 4.5c for butane-propane mix, and 5c for butane 
(less 0.5c summer discount). A few spot offerings of pro- 
pane reportedly were still available at prices ranging 
from 2 to 2.5c, Group 3 basis. 


Premium ‘Gas’ Prices Cut at Detroit 


DETROIT—Standard Oil Co. (Indiana), effective May 
31, lowered its dealer tank wagon prices for White Crown 
(premium-grade) gasoline 0.6c fdllowing similar reduc- 
tion on May 30 by Shell Oil Co. 

Standard’s reduction puts its price for White Crown 
gasoline to dealers at 15.7c, while Red Crown (regular- 
grade) gasoline remains at 14.8c. 

Price picture at retail was described as “much con- 
fused” with some dealers still at former price of 22.6c 


JUNE 4, 1952 


and others at 21.5c, down 1.1c from prices prior to holi- 
day weekend. Sources said price cut was made to meet 
competition of Speedway “79” gasoline at 21.5c, but still 
0.9 to 1c above prices posted at Sun Oil stations. Both 
Sun and Speedway market only one grade of gasoline. 
Above prices are ex 6.5c federal and state taxes. 


Oil Price Index Unchanged 


WASHINGTON—Bureau of Labor Statistics’ whole- 
sale oil price index was unchanged for week ended May 27 
from preceding week. Current index (also representing 
week ended May 20) is shown below in comparison with 
eS week a year ago (1947-49 equals 100): 


May 27, 1952 May 29, 1951 
Crude and ene i. 110.1 110.2 
Crude or . 109.0 109.0 
Refined petroleum , 110.5 110.6 
Gasoline e* 115.0 115.0 
Kerosine ove waoe 111.6 109.7 
Distillate fuels = 111.9 110.0 
Residual fuels ..... ‘ 94.9 97.7 
Lubricating oils ......... 101.8 102.4 
Natural gasoline ...... ; 79.5 79.5 


Atlantic Ups ‘Gas’ at 8 Points 


PHILADELPHIA—Advance of 0.7c to 14.7c gal. in its 
tank wagon price for White Flash (regular-grade) gas- 
oline at Philadelphia and Wilmington, Del., and increases 
ranging from 0.4c to 0.7c at other points in Pennsylvania, 
mostly in eastern part of state, were made June 2 by 
Atlantic Refining Co. See table on p. 58 for new prices. 
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NOE ARE NE OME a 


NEW EASTERN MULTIPUMP opened in Buffalo, N. Y., by Kellogg Petroleum Products Co., Tide Water jobber, has land area 


400 x 240 ft. 


How to Help Stations Sell TBA 


Jobber Backs Its Outlets with Heavy Product Promotion 
Using Newspapers, Radio, Billboards and Prize Contests 


By NPN Staff Writer 


One oil jobber who never owned 
a bulk plant, has built up a petrol- 
eum products volume of 18,000,000 
gals. a year, and since taking on a 
TBA line, is doing an annual TBA 
volume of $250,000. The concern is the 
Kellogg Petroleum Products Co., dis- 


tributor for Tide Water products in 
the Buffalo and Niagara Falls area 
in western New York. 


A recently opened multi-pump sta- 
tion was built by the Kellogg com- 
pany on the outskirts of Buffalo, 
on a 400 ft. by 240 ft. site. Operated 
by a lessee dealer, it is open 24 hours 





JOBBER NAME is displayed by means of this sign on stations owned by Kellogg Pe- 
troleum Products Co., Tide Water jobber in Buffalo and western New York. Company 
has full-time artist to prepare posters and billboards 


a day, seven days a week; cashes pay 
checks; runs a mechanized, continu- 
ous car washing service in the sta- 
tion’s third bay; and promotes night 
lubrication business. 


A station building program will 
see four more new stations opened 
for business this summer, bringing 
to 115 the number of outlets through 
which the Kellogg concern distributes. 
All are adjacent to new, fast-growing 
suburban areas. 


The TBA volume now running 
about a quarter of million dollars a 
year is made up largely of sales of 
Federal and Goodrich tires, and 
Prest-O-Lite batteries. A veteran tire 
man, Charles D. Thomas, vice presi- 
dent, is the chief proponent of vigor- 
ous TBA promotion. He was associ- 
ated with Dunlop, prior to 1940, and 
was with Firestone subsequently un- 
til he joined the Kellogg concern a 
few years ago. 


Tire Sales Boosts—Some of the 
moves made recently to expand the 
tire business are these: 


A tire trade-in campaign was 
launched, based on a flat offer of 
$5 for each old tire. The campaign 
was plugged by means of local ad- 
vertising, and through window and 
A-board posters. Dealers went along 
with the campaign and found they 
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were able to do some business by 
talking tire trade-ins. 

Instead of following in the path 
of competitors, when second-line tires 
came onto the market, the Kellogg 
concern put up window posters in 
service stations offering the Federal 
Pennant tire at $11.95, rather than 
the $12.95 price which was generally 
favored by the tire industry. 

Arrangements have been made with 
a local time payment financing con- 
cern to start a small group of Kel- 
logg dealers on a budget plan for 
selling tires and batteries. 

Product Promotion—In addition, 2 
new type of general promotion for the 
entire chain of dealers was tried out 
this spring. It consisted of free mer- 
chandise prizes donated to the hold- 
ers of tickets passed out at dealer 
stations during a three-week period 
in April. In addition to advertising 
on the local radio, this campaign was 
advertised in full page newspaper 
space, and with window banners in 
all stations. 

Climax of the merchandise prize 


prest o-lite f! & 


SUPPLIER AND JOBBER: Left to right, Kellogg Mann, founder and president, Kellogg 
Petroleum Products Co., a Tide Water jobber for the past 14 years; and Rushford F. 


Carrier, Tide Water's assistant general sales manager 


A PAIR OF CHAIRS for waiting customers in display room at new Tide Water station built by Kellogg Petroleum Products Co., 
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MECHANICAL WASHER and 3-man crew handle from 250 to 400 car wash jobs a week at new multi-pump station of Kellogg Pe- 
troleum Products Co., Tide Water jobber in Buffalo, N. Y. 


campaign was a prize drawing held 
in a downtown theater, at which 
Kellogg officials and a large group of 
Kellogg dealers occupied the stage. 
Merchandise giveaways are popular 
in the area, and are offered at a num- 
ber of service stations as a substitute 
for trading stamps. 

Some variation of the merchandise 
prize promotion will be employed by 
Kellogg at intervals during the year. 
During the past spring, green gar- 
denias were given away on St. Pat- 
rick’s Day, and orchids at Easter. 

Other novelties which have been 
usec, are chrome polishing cloths; 
small plastic salt and pepper shakers; 
plastic spinning tops; paper napkins 
imprinted with the Tydol trademark, 
which are placed in cars upon com- 
pletion of lubrication or wash jobs. 

Outdoor Posters—-An important 
part of the advertising program is a 
series of 16 billboards, all of which 
carry painted signs, using copy and 
layout created by the Kellogg organ- 
ization. A full time sign painter is 
employed for repainting the outdoor 
boards, as copy is changed from time 
to time throughout the year. The sign 
painter works on the layouts for 
the boards, and also makes up layouts 
for the many window and A-board 
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posters which are created locally, and 
used in addition to, or in place of, 
those available from Tide Water, or 
from other supplier sources. 

A typical example of a special piece 
of billboard copy is the one used dur- 
ing May at the new station just 
opened, promoting Collinite wax jobs. 
Collinite is an auto wax manufac- 
tured in a nearby city and heavily pro- 
moted in Buffalo. However, instead 
of pushing package sales of the wax, 
it was decided to sell wax jobs at $15 
each, as a part of the program to 
build up the night hour business of 
the station, along with lubrication, 
car wash and similar services. A spec- 
ial billboard message, in Day-Glo 
paint, was prepared to promote this 
special service. 

For the _ traditional promotion 
“package” which is usually built 
around station openings, the Kellogg 
organization uses most of the con- 
ventional advertising devices, plus 
any special stunts which seem ap- 
propriate. One such special stunt was 
worked out for the opening of a sta- 
tion on Delaware avenue on Wash- 
ington’s birthday. An extra man was 
hired for the event, outfitted in a 
George Washington style uniform, 
and placed in a prominent spot in 


full view of passing motorists. Dur- 
ing opening day he circulated among 
customer’s cars passing out flowers 
and other giveaways. 

So well done was the preliminary 
promotion for the company’s newest 
station, that the series of three open- 
ing days produced total gasoline sales 
of 36,000 gals. 

Dealer Contact—The company has 
four station supervisors to handle 
daily contacts with dealers, in addi- 
tion to Kellogg Mann, Jr., son of the 
president and founder of the business, 
who concentrates on initiating bet- 
ter merchandising practices among 
dealers. Part of his job is to work 
up new ideas for station opening pro- 
motions. 

Kellogg Mann, Sr., like most oil 
jobbers, keeps in close touch with all 
of the company’s dealers, as well 
as all of the employes. But the pres- 
ent size of the business requires con- 
siderable attention on his part to the 
real estate, financial, and construc- 
tion phases of the business. 

The situation today provides a 
great contrast with the state of af- 
fairs which existed 18 years ago 
when Kellogg Mann borrowed his 
first $1,000 to finance a tank car of 
products from the old Bradford Oil 
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Refining Co. He took over Bradford's 
small bulk plant in Buffalo, along 
with an 850-gal. tank truck, a half- 
ton pick-up truck and a small ware- 
house, all on a lease basis. 


Company History — The venture | 


into the oil business was undertaken 
by Mr. Mann, after some unsatisfac- 
tory experiences in other lines. Busi- 
ness in general was at a low ebb in 
all industrial communities like Buf- 
falo, in the early depression years. 
Mr. Mann found but little profit in 
attempting to operate his father’s 
horse farm in nearby Derby as a dude 
ranch, After a two-year trial, the 105 
horses on the ranch were sold or giv- 
en away. 


An incinerator sales agency came 
to a dead end when the manufacturer 
folded; selling Ford automobiles in 
Buffalo in 1934 did not measure up 
to Mr. Mann’s expectations. “I 
thought a product like gasoline, which 
people use all the time, would be a 
good thing to distribute,” he explains. 

After some intervening supplier 
changes, Mr. Mann signed up with 
Tide Water in 1938, and has repre- 
sented that brand in western New 
York ever since. During this entire 
period there has always been a sup- 
plier bulk plant available on a lease 
basis. Now Tide Water has acquired 
the site for a large, new water ter- 
minal on the Niagara river, which 
will be operated by Kellogg Petroleum 
Products Co., again on a lease basis, 
when it is completed. 


Officers—Mr. Mann, who now is 
50, is a grandson of the late Spen- 
cer Kellogg, founder of Spencer Kel- 
\ogg & Sons, Inc., one of the world’s 
leading producers of vegatable oils. 
He served as a lieutenant commander 
in the Navy during World War II, and 
participated in seven island invasions 
in the Pacific. 


In recent years, to keep pace with 
the growth of the business, the execu- 
tive staff has been expanded. In ad- 
dition to Mr. Thomas, as vice presi- 
dent, Arthur L. Strickland, formerly. 
associated with local industries, as- 
sumed the duties of treasurer in 
1947. Dwight Campbell is secretary, 
and the board of directors consists 
of the following: Manly Fleischmann, 
attorney and former head of the De- 
fense Production Administration; Mel- 
vin H. Baker, board chairman, Na- 
tional Gypsum Co.; Charles A. Buerk, 
president, Buffalo Electro-Chemical 
Co.; and Samuel D. Lunt, vice presi- 
dent, Hamlin & Lunt, local investment 
and security house. 


Mr. Mann once served a term as a 
director of the Buffalo Junior Cham- 
ber of Commerce; and he is a past 
president and a director of the Buf- 
falo Automobile Club. He is active 
in the fund raising activities of the 
Community Chest, the Red Cross, and 
the Buffalo Philharmonic Orchestra. 
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are easy 
to sell 





CAMPBELL 


It's truae— Campbell helps you sell more tire chains by providing service stations 
with superior chains in an eye-catching package . . . plus sales and merchandis- 
ing helps designed to get chains in customers’ car trunks “before the snow flies.” 


superior product outstanding package 
Only Campbell Chains have the Campbell Chains are attractively 
patented Lug-Reinforced con- packed in boxes and bags for 
struction that means greater easy identification and conveni- 





traction on ice and snow .. . ent storage in car or truck. 
guards against skids and side 
slips. 
° ; Sales Clincher is the handy, easy-to-use Chain Applier 
included in every box of Campbell Lug-Reinforced Chains. 
forceful merchandising national advertising 
Campbell’s new point-of-sale Campbell advertises consistently 
banner, ad-mats, window in PATHFINDER, BUSINESS WEEK, 
streamers and display sugges- and a complete list of automotive 
tions are real sales helps! and farm trade publications. 





Campbell helps you sell chains —"“before the snow flies.” Make 
your winterizing program complete. Write for details now. 


aaa a. 


pe Ne ts ws : F ; 
Chain for | ovary y nood—WDUSTRIAL, MARINE, FARM, AUTOMOTIVE 
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WELCOME TO VISITING SPEAKERS—Greeting the Coca Cola team are, left to right: Paul C. Hawk, new TBA manager, 
Standard of Indiana; J. L. Bean, and Thomas C. Law, the two-man team who presented the Coca Cola survey of station traffic; V. 
L. Brophy, Sinclair Refining Co., Chicago; and A. D. Oetjen, in charge of battery sales, Standard of Indiana 


Oil-TBA Men Put Spotlight on How 
To Get Better Sales and Service 


By NPN Staff Writer 


MEMPHIS, Tenn.—Oil and TBA 
men met here last week to talk busi- 
ness—to trade views on the best ways 
to sell more TBA. 


They talked about tires, batteries, 
inventory methods, oil company- 
manufacturer co-operation, dealer 
training, sales films, and old-fach- 
ioned selling push. The result was 
a “package” of information with a 
lot of ideas on boosting TBA profits 
for oil men, The occasion was the Oil 
Industry TBA Group’s Midwestern 
conference May 19-20. 


As an example of the data pre- 
sented, a panel of oil and tire men 
led a session devoted to tire and tube 
merchandising. A feature of this 
was an account of Arkansas Fuel 
Oil’s recent tire campaign, given by 
T. M. Davis, Arkansas Fuel’s TBA 
manager. 


The campaign, which ran through 
April, brought a 45% increase in tire 
sales over last year. It was under- 
taken, Mr. Davis frankly stated, be- 
cause Arkansas Fuel Oil found itself 
heavily stocked with tires for an an- 
ticipated strong demand which did 
not materialize. From past experi- 
ence, said Mr. Davis, his company 
learned that special prices alone are 
not enough to move goods. There 
must also be an incentive for the 
sales organization. 


And because cash is not as potent 
an incentive as merchandise, an 





elaborate array of merchandise prizes 
was offered to all participants, in- 
cludirg district and division man- 
agers. Prize items were obtained 
through Cappel-McDonald, a firm spe- 
cializing in incentive campaigns, and 
letters. were sent to a list of wives 
of sales department personnel, to en- 
list their interest and support. 


It is important that quotas in any 
sales contest be attainable, and man- 
agement must be prepared to ex- 
pain how quotas are set, and to jus- 
tify them, Mr. Davis said. To ar- 
rive at fair quotas, he explained that 
an average of the last three sales 
campaigns was used. He added that 
performance progress was exprecsed 
in terms of percentage of quota, 
rather than dollar volume, because 
of the wide range in dollar volume 
between territories; and that rewards 
in contest “points” were offered for 
each $50 of sales even if quotas were 
not made. 


To get fast reports of progress, 
all distributors and warehousemen 
were provided with a cet of four 
postcards, on which to make weekly 
reports of goods sold during the four 
weeks of the campaign. Answering 
questions from the floor, Mr. Davis 
conceded that such a campaign does 
result in a few dealers becoming 
overstocked, but that on the other 
hand it overcame the biggest weak- 
ness in dealer TBA selling, which he 
said was lack of an adequate stock. 
He said that experience has shown 





that if dealers have a lot of tires 
in stock they will get busy and sell 
them. 

Mr. Davis said the April tire busi- 
ness was the third largest month the 
company had enjoyed in its 23 years 
of selling private brand tires, the 
only higher months being those im- 
mediately following the start of the 
Korean war. 


Selling ‘Drive’ Needed—Service 
station men can sell a lot more tires 
and other TBA items if they can be 
convinced that business today is not 
going to get better without any ef- 
fort, said Herbert D. Smith, U. S. 
Rubber Co., New York. He suggested 
that dealers talk too much to cus- 
tomers about baceball and the weath- 
er, and not enough about the things 
they have to sell. It is easy to edge 
into talk about tires, he said, by talk- 
ing about correct tire inflation, tire 
rotation and by inspecting tires for 
wear. 

In a 10-day sales drive in some 40 
selected outlets over the country, 
U. S. Rubber put into effect a group 
of suggested display and demonstra- 
tion ideas, and found that business 
picked up an average of 30% as a 
result. 


Trade-In Profits—Too much talk 
about ‘looking for bald, smooth tires, 
leads dealers to overlook the good 
trade-in prospects with 10-20% of 
their tire tread intact, said J. C. Heid, 
Firestone Tire & Rubber Co., New 
York. There are four times as many 
prospects in the latter class, he point- 
ed out, and said that suppliers should 
show dealers how to recognize used 
tire values, and how to make trade- 
in profits. 

Seasonal tire campaigns are not 
adequately sold to dealers, Mr. Heid 
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or EXTRA PROFIT and REPEAT SALE 


CORDUROY 


IS THE TIRE FOR YOU AND YOUR CUSTOMERS! 


DIRECT from FACTORY, 
GIVES YOU... 


Quality you can show, feel, and demonstrate. All new. 
pure rubber, and more of it. Many important aes 
superiorities such as stapled beads, ~y — 
orc-cut skidproofing, mercury balancing. 

quiet running, skidpr Lasse tend Gun ela ether 
for thousands of extra miles. 


fee: os ah 


Cruz-Air advanced tire design for 

on all kinds of roads. Scientifically di detigned. tot flat 
tread for full rood contact assures even, 
steering and parking in 4 ak om ones. 
protection on curves at h 


The CORDUROY line is complete, with tires and 
— in all popular types and sizes. You can 

any decent competition with the several 
Siyiee and types of Corduroy tires and tubes. 
DIRECT-FROM-FACTORY means not only premium 
quality but also premium profits. Liberal discounts 
permit you to realize substential earnings. 


NATIONALLY 


The strongest possible evidence of premivm qual wel ADVERTISED 
and super performance. Covers both quality of - 5 
and if perfo 


against rood hazards. Ne red tape. The clearest, He} Pre-sold for you 
poo ag a double guarantee. A powerful . 2 = ia | in Colliers and 
rs) . Wi the Saturday 
Many Other Important Product nf s P 
Superiorities and Merchandising | Evening Post. 


wm Advantages 








oe 

. xy“ WRITE FOR NEW 1952 

‘Nyt GUIDE TO GREATER TIRE sates and 

. PROFITS. for distrib- 
vtors in open territory. Write for details. 





CORDUROY RUBBER COMPANY — 


FACTORY AND OFFICES——-GRAND RAPIDS, MICH. PREMIUM QUALITY SINCE 1919 





CORDUROYS-America’s FINEST Replacement TIRES and TUBES 
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ACCESSORY PANEL, left to right: Art Sweet, Humble Oil, Houston, Midwest chairman; C. C. Cruea, Sinclair, Chicago; Melvin W. 


Piehl, Alemite, Chicago; W. E. Crouch, Skelly Oil, Kansas City; Sumner Howard, AC Spark Plug Division, Flint, Mich.; and Frank 


observed. They are entitled to a 
more thorough explanation of why 
tire marketers use them, and why it 
pays the dealer to link his own local 
advertising with them, he said. 

Bulk Plant TBA Stocks—The Wad- 
hams Division of Socony-Vacuum Oil 
Co. stocks tires at 126 salary bulk 
plants, said Karl Bechtel, division 
TBA manager at Milwaukee, and 
makes the bulk plant foremen re- 
sponsible for inventory turnover. The 
present method was adopted after 
centralized control methods former- 
ly used caused excessive inventory 
buildup, and after a trial of clasci- 
fying bulk plant inventories by size 
groups proved ineffective. 

The theoretical aim is a two-week 
stock at each bulk plant, he said, 
although the goal has not been at- 
tained in practice. In the first quar- 
ter of this year, he said, the division 
as a whole had an average 52-day 
stock of passenger tires, equal to 6.8 
stock turns per year; a 34-day stock 
of truck tires, equal to 11.2 turns per 
year; a 53-day stock of tubes, equal 
to 6.4 turns per year; and an 87-day 
stock of batteries, equal to 4.1 turns 
per year. 


Paeske, Westinghouse, Bloomfield, N. J. 


Tire stocks are carried in bulk 
plants originally built for handling 
only petroleum products. They are 
stored in racks built above oil drums, 
Mr. Bechtel explained. He also 
pointed out that there are many 
small, old-style service stations in 
the area with room for but little 
more than four tires at a time. Bulk 
plant stocks are replenished on requi- 
sition, out of a central warehouse at 
Milwaukee, where it is the aim to 
make shipment on the same day or- 
ders are received. He added that it 
is the rule to ship only fully charged 
batteries from Milwaukee, and that 
it is up to bulk plants to follow a 
first-in, first-out rule in moving their 
stocks. Answering a question from 
the floor Mr. Bechtel said that com- 
pany policy is to sell to consumers 
only through a dealer, and never 
through a bulk plant. He said that 
whenever a bulk plant turns in a 
sales ticket indicating such a direct 
sale, it is promptly rejected. 

Tire Demand—tTire sales in the 
second quarter of 1952 so far have 
lagged behind the pace needed to 
attain the 45,000,000 passenger tire 
replacements forecast for the year, 





said William Sewell, B. F. Goodrich 
Co., Akron. He said it is felt by his 
company that consumer demand has 
only been deferred, and that it will 
materialize in next 45 days, which 
will consequently be a period of fast 
withdrawals from wholesale stocks. 
It is anticipated that this year 
will see the 6.70-15 size tire rise to 
25-26% of total demand, upsetting 
for the first time the 14-year domi- 
nance of the 6.00-16 size. As a group, 
low pressure tires accounted for 52% 
of last year’s sales, and are expected 
to rise to 60° this year. Second 
line tires will get from 15% to 30% 
of sales depending on the amount of 
promotion put behind them by indi- 
vidual companies, said Mr. Sewell, 
with premium tires getting 5% and 
mud-snow treads 13% of sales. White 
sidewall volume is uncertain he said, 
but the demand in the replacement 
market seems less than expected. 
Selling More Batteries—Leading 
a panel on battery service selling, 
Robert C. Husel, Socony-Vacuum Oil 
Co., Detroit, told about his company’s 
program for getting dealers to test 
more batteries. He described a small 
2-in. by 4-in. printed card which a 





BATTERY PANEL, left to right: Harry J. Noznesky, Bowers Battery, Reading, Pa.; Walter Anderson, Globe-Union, Milwaukee; 
Don P. Wigman, Pure Oil Co., Chicago; Robert C. Husel, Socony-Vacuum, Detroit, panel chairman; J. A. Gier, Cities Service, Chi- 
cago; and John Casserly, Electric Storage Battery Co., Philadelphia 
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Three easy ways to increase 
TRAFFIC and ADD-ON SALES 


15,597 customers can’t be wrong. A survey of what 
they did in service stations like yours showed that 
Coca-Cola is second only to gasoline in item sales. 
The same survey showed that 4 of every 5 motorists 
who bought Coke got out of their cars. While 
they’re out for Coke, they are good prospects for 
the sale of oil, tires, batteries and accessories. 





So, if you want to increase traffic and add-on sales 
of everything you carry, put Coca-Cola to work to 
bring people in and to get them.out of their cars. 
Your Coca-Cola salesman can show you how. 


Use Coca-Cola advertising for the 
point of sale to turn thirst into sales 
and profit. 


“COKE” 1S A REGISTERED TRADE-MARK COPYRIGHT 1982. THE COCA-COLA COMPANY 
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dealer may hand to customer in his 
car, without saying anything, while 
filling the gasoline tank. Copy on 
the card suggest that owner avoid 
battery Jet-down by turning on lights 
while waiting (to take off surface 
battery charge) so that battery con- 
dition may be checked by the dealer 
in 30 seconds, as soon as gasoline 
tank is filled. 

He also exhibited a circular piece 
of paper, printed in red, to be left 
in cars which have been lubricated, 
where a test of the battery discloses 
bad condition. Copy warns the own- 
er that his battery needs attention. 
Dealers are urged to use the Mobil 
Start-O-Scope, a battery testing de- 
vice introduced by Socony last year 
(described in NPN Nov. 7, 1951, p. 
71). Dealers are advised to watch 
especially for variations in cell read- 
ings. If the meter shows a difference 
of as much as three scale divisions, 
the owner should be told he can ex- 
pect battery trouble soon, and to con- 
sider replacement at once. 

Mr. Husel also suggested that deal- 
ers do not pay enough attention to 
battery code letters, which tell a bat- 
tery’s age. When a dealer checks a 
battery, and notices that a battery 
with an 18-month guarantee has al- 
ready given, for example, 20 months 
of service, he should sell a new bat- 
tery at once. Also if some 16 or 1% 
months of service have been rendered 
he should suggest that the trade-in 
value of the old battery as junk 
sufficiently offsets the remaining 





E. Kenneth Georg 


224 East 38th Street 
New York 16, New York 


Distributor of 
WILCO TANKS 


See ad pages 30-31 
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small period of further service to be 
normally expected. 

Low-Gravity Success — So-called 
low-gravity batteries are being sold 
successfully by Cities Service Oil Co., 
said J. A. Gier, Chicago TBA man- 
ager. They work out well in serv- 
ice, he said, in predicting a growing 
trend toward their use. As a result, 
service station dealers everywhere, 
who have become accustomed to 
charging batteries up to 1280 gravi- 
ty, have to be educated to watch for 
the low-gravity types, and to con- 
sider them fully charged when up to 
1260. He added that the introduc- 
tion of the low-gravity batteries fur- 
nishes an excuse to talk to dealers 
about battery charging, and get them 
interested in doing it right. 


Check Those Cables — Battery 
cable sales are lower today because 
cables are better, batteries leak less 
acid (so that there is less cable cor- 
rosion), and the use of fast chargers 
makes it less necessary to take bat- 
teries in and out of the car for charg- 
ing, with consequent less cable dam- 
age, said Don P. Wigman, Pure Oil 
Co., Chicago. But oil companies are 
not getting their share of cable busi- 
ness he said, because oil company 
salesmen think they don’t need the 
business bad enough to bother check- 
ing the dealer’s cable stock. Wagon 
peddlers, on the other hand, are hun- 
gry for business, and are willing to 
do the stock checking to get the 
order, he said. 


New Batteries Predicted—Growing 
use of so-called mechanical battery 
separators, to replace wood, will see 
three or four new types on the mar- 
ket soon, in the opinion of John P. 
Casserly, Electric Storage Battery 
Co., Philadelphia. As their use in- 
creases, large scale production will 
bring the cost down, he added. 

A 12-Volt Battery?—There are 
rumors, but nothing definite, that 
12-volt electrical systems, requiring 
12-volt batteries, may be used on 
some new cars in the near future, said 
H. J. Noznesky, Bowers Battery & 
Spark Plug Co. He explained that 
automotive engineers feel that 12-volt 
systems give better starting and bet- 
ter lighting. He said some trials had 


EARLY ARRIVALS at opening 
session of Midwest TBA confer- 
ence at Memphis May 19-20, left 
to right: Howard C. Steffens, Scott- 
Atwater, Minneapolis; L. B. Slo- 
neker, new TBA manager, Phillips 
Petroleum, Bartlesville; Joe C. Rol- 
lins, assistant sales manager, Pan- 
Am _ Southern, New Orleans; 
George Natole, Shell Oil, St. Louis 


been made by his company of a car 
equipped with two 6-volt batteries, 
where push-button windows and oth- 
er extra electrical loads ure present, 
and that the results were satisfac- 
tory. He pointed out that it is possible 
to interconnect the two batteries at 
will, or operate them separately. 


Battery Equipment—The minimum 
investment even the smallest station 
handling batteries should have is a 
slow charger, a hydrometer, a volt- 
meter, and a collection of emall tools, 
for a total investment of about $60, 
said Walter Anderson, Globe-Union, 
Inc., Milwaukee. A dealer who sells 
as little as 25 batteries a year, al- 
though doing but a very small bat- 
tery business, can make enough to 
cover his equipment cost out of bat- 
tery profit averaging $5 per battery, 
and incidental profit on recharging 
service, he said. 


Dealer Training—Many dealers do 
not believe it wise to suggest acces- 
sory needs to car owners, said C. C. 
Cruea, Sinclair Refining Co., Chica- 
go, leading off a session devoted to 
accessory selling. They think there 
is too great a risk of driving cus- 
tomers away. It is not easy to 
change this attitude by saying to a 
dealer, in effect: “Joe, come on over 
and be trained.” It sounds too much 
like sending the dog somewhere to 
be trained, said Mr. Cruea. 

But wrapped in a different pack- 
age, labeled as useful knowledge 
which can be used to make more 
money, training can be attractive to 
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* Flatter, deeper cold rubber tread 

& Fluted shoulders for cooler running 
. Seveii-“ib sihontine tread design 
% Quieter and softer riding 

* More tread rubber on the road 
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ACTION 


The sky’s the limit on sales and profits when you 
spotlight this great new modern-design Pennsylvania 
Aerolux Tire. Featuring exclusive Flexomatic Action, 
the revolutionary built-in safety mileage factor, the 
Aerolux is the latest and greatest in a long line of 
nationally advertised, nationally accepted Pennsylvania 
Tires. Sign up with Pennsylvania now and let the new 
Aerolux lead the way to faster sales and healthier profits. 


Pennsylvania Rubber Compony, 
Mansfield, Ohio. 


Please send me full facts on the new Aerolux Tire 
featuring Flexomatic Action. 


NAME_ 
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dealers, Mr. Cruea went on. Oil com- 
panies owe it to their station op- 
erators to tell them where their prof- 
it comes from, what equipment they 
need, how to install and service the 
things they sell, how to display them, 
and finally how to cell, he concluded. 


Working with Manufacturers— 
Speaking for TBA suppliers general- 
ly, Frank Paeske said that all have 
workable merchandising plans, and 
that it is up to oil compary TBA 
managers to tell them how best such 
plans can be applied to oil company 
TBA marketing. He gave as exam- 
ples the practice of some oil com- 


panies of holding TBA product clin- 
ics at which supplier men appear and 
talk about their products; of other 
companies who feature one or twu 
TBA products each month, using spe- 
cial promotion material provided by 
the manufacturer; and still others 
who allot space in their dealer maga- 
zines to TBA manufacturers. 


Co-operation Needed — There is 
large room for improvement in co- 
ordinating the-+ merchandising man- 
power available from TBA suppliers 
with oil company manpower, said 
Sumner Howard, A-C Spark Plug 
Division of General Motors. He ques- 
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tioned whether all TBA manufactur- 
ers took the trouble to instruct their 
field men on the TBA marketing 
methods of their oil company ac- 
counts. 


Lube Koom Vital—There are three 
places to sell in every station, said 
Melvin W. Piehl, Stewart-Warner 
Corp., Chicago. These are the drive- 
way, the display room and the lube 
bay, and the lube bay is the best 
source of TBA business, he said. 
Every station operator must have re- 
peat customers, he said, and one 
good way to make the one-time cus- 
tomer into a repeater is by way of 
car lubrication. And in the process 
dealers can often induce lubrication 
customers to come inside the dis- 
play room where there are oppor- 
tunities to sell all of the TBA items 
the dealer carries, Mr. Piehl added. 


Answering a question as to whether 
lube rooms at stations can pay off 
on today’s high labor cost, Mr. Fiehl 
said that all the dealer needs to 
make money on lubrication is erough 
knowledge and proper equipment to 
do fast, efficient work. 


Paying Training Costs—Enlarging 
on the matter of free training ma- 
terial from TBA manufacturers, W. 
E. Crouch, Skelly Oil Co., Kansas 
City, chairman of the accessory pan- 
el, said that oil company TBA men 
understana that nothing is really free. 
It is their attitude that whatever 
may be furnished without charge, has 
to be covered in the price of the 
goods. He said that all need to keep 
in mind that it takes the combined 
efforts of TBA manufacturers, oil 
marketers, and dealers to merchan- 
dise accessories. 


Also answering a question, Mr. 
Cruea of Sinclair gave his opinion 
that all training cost should not be 
borne by oil companies, but that TBA 
manufacturers should furnish train- 
ing material, and dealers should at 
least pay their own transportation 
cost. It is too easy to undervalue 
what is given wholly without charge, 
he added. 


Training Films—In a session de- 
voted to motion picture costs and 
techniques, Larry Sherwood, of the 
Calvin Co., Kansas City motion pic- 
ture producer; and Ernie Nathan, of 
Visual Methods, Inc., explained that 
the average commercial film costs 
from $1,000 to $1,500 per minute in 
black and white; and that the av- 
erage film runs 10 minutes for a 
total cost which usually does not run 
over $15,000. 


Items which run up film costs were 
listed by Mr. Nathan as: name 
talent; special effects; special talent, 
special music; live sound; animation; 
and travel and time. A $46,000 film 
was shown by way of example, and 
also a $10,000 film. 
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the latter a Lion Oil Co. film on bet- 
ter station housekeeping. 


Before TBA manufacturers make 
films, it is wise to talk to oil mar- 
keters said R. M. McNeily, Warner- 
Patterson Co., Chicago. Films must 
be entertaining to dealers, and care 
must be taken to slip in the small 
pill of advice in acceptable form. 


Skelly Oil Co. maintains a film 
library with projectors at each of 
its division offices, said L. J. New- 
gaard, Skelly Oil, Kansas City. He 
recounted the experience of one di- 
vision TBA man who held 12 meet- 
ings in three weeks, after regular 
hours in jobber and dealer quar- 
ters, and took orders for $5,800 worth 
of merchandise. Average attendance 
was six men, and average entertain- 
ment cost $4 for sandwiches and 
coffee. 


Films to fill in gaps in dealer train- 
ing are now being used by Humble 
Oil & Refining Co. The films and 
what is called a “cuitcase” projector 
are taken right into dealer stations, 
according to Jack Valenti. Humble 
makes all of its own films with its 
own men, he said, starting with the 
idea and script and continuing all the 
way through the complete produc- 
tion. 

Humble has other continuing uses 
for its picture making staff, he ex- 
plained, so that the marketing de- 
partment does not employ their serv- 
ices full time. The company feels 
that its films must be tailor made to 
meet its own marketing situation, 
and it is especially desirable that 
films be strongly “slanted for the 
kind of people in communities found 
in its marketing territory. 


TBA Sales on Rise 


In welcoming the Midwest TBA 
convention to Memphis, J. D. Wooten, 
Mid-South Oil Co., gave praise to 
E. C. Spitznagle, Mid-South’s TBA 
manager for his share in boosting 
the company’s TBA sales, which he 
said ran just short of $1 million in 
1951. 

Speaking of the oil industry gen- 
erally, Mr. Wooten said that TBA 
operations are now showing good 
profits and getting more recognition 
in contrast with earlier periods when 
top management merely tolerated the 
TBA business. If top management 
would put its full weight behind TBA 
marketing, there is no telling how 
big TBA sales might be, he observed. 


Speaking of Mid-South’s “whole- 
sale agents,” Mr. Wooten said that 
where one of them is making a poor 
showing, it has been noted that the 
agent has either a poor motor oil 
ratio or a poor TBA ratio, which has 
to be corrected if the agent is to be 
happy over the long haul. 
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New Whitewall Material? 


Du Pont has developed a new resil- 
ient synthetic material known as Hy- 
paion, which is now being tested for 
a variety of uses, including tires. Be- 
cause it is made without the use of 
carbon black, Du Pont hopes that 
the new material may prove superior 
for making white sidewall tires. 


Chemical Specialties Pushed 


Prairie States Oil & Grease Ce., of 
Danville, lll., has established a sep- 
arate division called the Petroleum 
Chemicals Co. This company will be 
sales agents for Artic Flo and Blue 





Star antifreeze, Blue Star and Braxe 
brake fluids, and other Prairie State 
chemical specialties. 

Robert Cody, formerly with the 
Naph-Sol Refining Co., of Muskegon, 
Mich., has been made head of the 
sales department of the new com- 
pany. 


Tire Men Transferred 


Goodrich has two new West Coast 
district managers. O. K. Lynn has 
been transferred from Portland to 
San Francisco; while C. E. Newman, 
formerly in charge at Salt Lake City, 
succeeds Mr. Lynn at Portland. 
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clean all summer with Warner Cooling System Pro- 
tector. Act now—be sure your dealers aren’t missing 
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stocked with Warner Cooling System Protector. 
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LADY SPEAKER gets a welcome from men attending the Assn. of American Battery Manufacturers convention, at New Orleans, 
May 21-22-23. Left to right: Jack Valenti and J. H. Morse, Humble Oil, Houston; Miss Rita J. Rotheim, S. C. Swanson, Inc., New 
York, who ‘spoke at the Merchandising Division meeting; Harol! L. Danziger, R. M. Hollingshead Co., Trenton, N. J.; and Leo 


J. Spanuello, Pure Oil Co., Chicago 


Battery Makers Will Urge Car Owners 
To Ask for Check at Service Stations 


By FRANK C, STURTEVANT 
TBA Editor 


NEW ORLEANS — Public warn- 
ings to car owners about the neces- 
sity for testing battery condition at 
service stations (or other retail out- 
lets) will be issued monthly begin- 
ning in June, by the Assn. of Ameri- 
can Battery Manufacturers. In a re- 
port of the association’s publicity 
committee made at the convention 
held here May 21-23, Lyle Drown, 
United Motors Service Division of 





General Motors, said that publicity 
releases would be issued monthly to 
press wire services and trade publi- 
cations. 


In addition, some battery manu- 
facturers who do national advertis- 
ing, said Mr. Drown, have indicated 
an intention to include a message to 
car owners in their national cam- 
paigns, urging them to avoid battery 
breakdowns by asking for a battery 
check while cars are being serviced 
at stations or other automotive serv- 
ice establishments. 


; : 
OPENING DAY of the battery manufacturers’ convention in New Orleans brought, 
left to right: A. A. Feldman, Prest-O-Lite, Toledo, chairman of the comniittee on 
standardization of battery size and type designations; John K. Howe, TBAT manager 
Skelly Oil Co., Kansas City, secretary of the battery association’s Merchandising Divi- 
sion; and Frank Somers, vice president in charge of sales, Willard Storage Battery Co., 
Cleveland, and a former association president 








The public relations campaign is 
being launched, said Mr. Drown, in 
the hope of reducing the unduly large 
number of battery breakdowns which 
have plagued the industry since 1946, 
and because many years of effort to 
get a voluntary offer of such service 
by dealers have not brought good 
results. 


Cold storage of warehouse stocks 
of batteries was discussed by H. C. 
Diehl, Refrigeration Research Foun- 
dation, Denver; and A. R. Current, 
City Products Corp., Chicago. Stor- 
age at 28 deg. F. in public cold stor- 
age warehouses has been found to 
reduce the self discharge rate to a 
negligible point over a period of 
several months, said Mr. Diehl. 

No special care is needed for the 
battery itself, said Mr. Diehl, but a 
relative humidity below 65% needs 
to be maintained because battery 
cartons absorb moisture and will be- 
come soft by the end of the storage 
period. He also pointed out that 
some care must be exercised when 
batteries are removed from storage 
to the outside temperatures lest ex- 
cessive condensation on the batteries 
take place. It is recommended that 
wood dividers be used between bat- 
tery pallets when pallet loads of bat- 
teries are stored in tiers. 

Suitable cold storage space for bat- 
tery storage is offered by most com- 
mercial warehouses, said A. R. Cur- 
rent. The cost in typical instances 
has been found to run about 12c per 
battery per month, for storage only, 
exclusive of cost of handling batter- 
ies in and out of storage. 


Training Drive—An effort in an- 
other direction to reduce battery 
breakdowns, is being made.by the 
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Drivers like the new Trico Soft-Rubber Blades because 
they give the cleanest wipe ever seen. 
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Delco Remy Division of General Mo- 
tors, said that company’s technical 
editor and assistant advertising man- 
ager, H. B. Birt. His company is 
trying to train or assist in training 
as many people as pocsible in serv- 
ice stations, or any other kind of car 
service department, on why and how 
to check voltage regulators sco as to 
prevent under- or over-charging. 


Manuals and slide films at nomi- 
nal cost are available from his com- 
pany, said Mr. Birt, which demon- 
strate the function of the voltage 
regulator in the charging system, 
and ways to detect and correct regu- 
lator troubles. 


Assist from Women—Behind every 
male car owner there is a woman in 





the home whose key attitude today MERCHANDISING DIVISION session of the Assn. of American Battery Manufac- 
is budget-stretching, said Miss Rita turers meeting at New Orleans drew many oil and tire men. Left to right: Bob Parks, 
J. Rotheim, S. C. Swanson, Inc., pub- Sun Oil Co., Philadelphia; Fred P. Patterson, in charge of battery sales for General 


lic relations counsel of New York. Tire & Rubber Co., Akron; John Moss, Good 


year, and chairman of the battery makers 


Inflation creates a frugal people, she Merchandising Division; and Bob Chamberlain, division TBA manager, Socony-Vacuum, 
said, and today the average woman Kansas City 


is much more intensely interested 
than is her husband in protecting the 


family and its property. saves the family car from battery 


breakdowns, and other costly motor 


The American woman is, in fact, car troubles which eat into the fam- 
very much alarmed about living ily budget. 
costs, said Miss Rotheim. As a re- Too Much Prodding — Something 
sult, she can be a strong friend to should be done to combine the many 
the service station operator who kinds of inspections dealers are 
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asked to make on customers’ cars, 
said Fred J. Maxted, of Colliers. 
Manufacturers of batteries, for ex- 
ample, preach the importance of fre- 
quent battery inspection, while mak- 
ers of oil filters, fan belts, spark 
plugs, and many other accessories 
present the dealer with the same 
kind of urging. The result, said Mr. 
Maxted, is that the dealer actually 
becomes bored and drops any effort 
at inspecting anything. 


The fall convention of the Assn. 
of American Battery Manufacturers 
will be held at the Palmer House in 
Chicago, Oct. 23-25. It is planned to 
hold the meeting next spring in 
Montreal. 


Flat Tire Warning Clip 


Reardon Products, located in Chi- 
cago, has recently put on the mar- 
ket a device consisting of a flexible 
metal clip attached to a wheel rim 
and extending up along the side of 
the tire wall. If a tire becomes soft 
its flexing action bends the metal 
strip back and forth, giving off a 
clicking noise which serves as an 
audible warning to the driver of low 
air pressure. It is called the “Lo-Air” 
tire alarm, it is attached without 
tools, and comes in sets of five. 
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New Tire Company President 


Mansfield Tire 
& Rubber’s pres- 
ident H. B. Soul- 
en has been made 
vice-chairman of 
the board, and 
former executive 
vice _ president 
James H. Hoff- 
man, is the new 
president. G. W. 
Stephens contin- 
ues as_ board 
chairman, Also 
re-elected were 
other present officers, including Ed- 
ward E. Stephens, vice president and 
general sales manager. 





Mr. Hoffman 


Puncture-Seal Added 


Goodyear has added a puncture- 
sealing feature to its double-air- 
chambered Lifeguard tube, and a new 
Double Eagle tire, both providing new 
sales arguments for soliciting the 
premium tire market. The new Double 
Eagle tire is claimed to have 26% 
more non-skid tread thickness, with 
sidewalls of natural and tread of 
cold rubber. 


Chrome Cleaner Marketed 


A liquid cleaner for removing rust 
and corrosion from chrome and stain- 
less steel is the newest addition to 
the Johnson Wax line. Some oil mar- 
keting companies which have carried 
Johnson’s Carplate and Carnu are 
also offering the chrome cleaner to 
their service station outlets. The 
manufacturer has made an introduc- 
tory offer for a limited period of a 
free can of the chrome cleaner with 
Carplate or Carnu. Thinner chrome 
plating on cars recently produced is 
expected to re-ult in increased corro- 
sion and a consequent demand for a 
cleaning agent. 


Station Appearance Contest 


Phillips Petroleum is running a 
Citation for Service campaign among 
Phillips dealers in which points will 
be awarded for station appearance. 
Phillips will survey dealer stations 
each month, and award point certifi- 
cates redeemable in uniforms. Phil- 
lips points out that appearance is 
going to carry more competitive 
weight this year because more money 
is going to be spent on retail pro- 
motion in the oil business than in 
any past period. 


New Battery Plants 


Gould-National formally opened its 
new Monroe, Mich., plant, intended 
primarily for making batteries for 
the Air Force and for Army Ord- 
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nance. At the same time it was an- 
nounced that another new plant will 
be opened in Kankakee, Ill, this 
summer; work will start shortly on 
a new plant at Fort Erie, Ontario; 
while land has been acquired for 
still another new plant in St. Paul, 
site of the home office. 


The Monroe plant is designed so 
that only minor changes will be need- 
ed to convert to production of auto- 
motive batteries when military de- 
mand subsides. 


Tire Output Expansion 


Tire and tube production at the 
B. F. Goodrich Co. Los Angeles plant 
will be increased by more than 20% 
when $2 million expansion program 
is completed this year, the company 
has reported. National Production 
Authority authorized building of a 
175,000 sq. ft. addition, giving the 
plant a total of 803,748 sq. ft. for 
production and warehousing. Expan- 
sion is to meet increased demand in 
11 western states, said the company. 
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TBA TOPICS 


Service station 
operators are not 
they are mechanics; if 


salesmen, 
they were salesmen, they would have 
jobs selling somewhere, and would 
not be running service stations; as 
a matter of fact dealers look down 
on salesmen, becauce salesmen don’t 
know how to do anything useful. - 


These statements were uttered by 
Fred J. Maxted, of Colliers in the 
course of a talk before the Assn. of 
American Battery Manufacturers in 
New Orleans, May 21-22-23. While 
an appreciative audience laughed and 
applauded, it is doubtful if any of 
the oil men present were in entire 
agreement. 


Oil TBA men will disagree, even 
though all of them have suffered 
many frustrations in trying to work 
with dealers. They might go so far 
as to concede that service station 
dealers, taking them on the average, 
are perhaps not the best salesmen in 
the world, or the most polished. 


However, experienced oil men 
know that these, or any other gen- 
eralizations about the men who op- 
erate and work in the 200,000 or so 
service stations in the United States 
and Canada can’t be much more than 
half right at best. There are plenty 
of good salesmen among service sta- 
tion operators, even though the group 
average may not be high. 


In any town there are some deal- 
ers who are making more money 
than the average salesman of his 
community. Even a station operator 
who is not garnering the fattest of 
profits, has to exhibit some traces 
of what we call salesmanship, just 
to dispense gasoline to enough re- 
peat customers to keep his business 
solvent. 


But we take that much selling for 
granted. What we want to see at 
the service station is more initiative 
in finding and pointing out to custo- 
mers needs which involve a TBA 
sale, or some related service. No 
doubt that is the only kind of selling 
Mr. Maxted had in mind in his talk, 
and he may be right when he claims 
that asking the dealer to inspect 
too many different things discour- 
ages the kind of selling we are look- 
ing for. 


If so, it constitutes one of the best 
arguments as to why dealers should 


Station Manager Can Boost Profits 
By Purchasing TBA from Oil Supplier 


By Frank C. Sturtevant, TBA Editor 


quit trying to do business with two 
or three automotive supply jobbers, 
plus every wagon peddler who comes 
around, plus several auto polish and 
other specialty salesmen. What really 
confuses the dealer is the fact that 
he listens to too many salesmen. 


These outsiders present no organ- 
ized plan. Only the Independent or 
major company gasoline supplier 
does that for him, because only the 
gasoline supplier has a basic inter- 
est in his over-all welfare, and a 
thorough understanding of all of his 
problems. By sticking to one source 
of supply a dealer has some chance 
of really mastering one line of prod- 
ucts. 


By the same reasoning, by stick- 
ing to one well-rounded sales pro- 
gram, emanating from his gasoline 
supplier, a dealer can have some 
hope of mastering the selling tech- 
niques for all of his merchandise. 
The best thing a dealer can do for 
himself, is to tie all of his station 
operations into his gasoline supplier’s 
selling and promotion program for 
all products and for all seasons of 
the year. 


That way he can simplify his life 
a little bit. After all, it must be ad- 
mitted that a good station operator 
has to be a mechanic. He must un- 
derstand automobiles, how they work, 
and what causes them to get out of 
order. How can he be good at that 
end of his job, and also attempt to 
be a purchasing agent. weighing the 
merits of hundreds of different items 
that are pushed at him every day, 
along with sales and promotion ideas 
that go with them? 


7 * * 


Even now, the automotive supply 
houses are organizing a drive for 
more laws to “open up” the service 
station market. They still maintain 
that they can’t sell in the service 
station market because oil market- 
ers “shut them out.” They look on 
the oil company as their big compe- 
tition. 


It isn’t that at all. The biggest 
competition the automotive jobber 
has is nothing more than the inher- 
ent limited capacity of the human 
being, in the person of the service 
station dealer. Running a service sta- 
tion is not like running an auto ac- 
cessory store or a hardware store or 
a car dealer service department. It 
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Your Market is Really Yours ! 


As our advertising tells millions of people every day, “U. S. 
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FORTY TBA SALESMEN and district managers of Phillips Petroleum Co. are shown as they visited B. F. Goodrich’s Akron 
plant for two days. They are shown with members of Goodrich Associated Lines Division. The Phillips group, headed by L. B. 
Sloneker, TBA manager, was on a two-week tour of the company’s principal suppliers. Goodrich Associated Lines supplies Phillips 
“66” farm tractor and implement tires, and complete line of Brunswick tires marketed by Wasatch Oil division of Phillips in the 


is thus unlike all of the other kinds 
of customers served by automotive 
jobbers. 


Oil marketers try to help their 
dealers along all lines. They pass on 
information which will help them be 
better mechanics. They tell them how 
to become better merchants, and 
give a lot of attention to the task 
of helping dealers sell more. In this 
latter endeavor there might be a 
useful lesson drawn from Mr. Max- 
ted’s arguments. 


Perhaps dealers do not feel so 
much at home cast in the role of 
salesmen, especially if it is over em- 


Northwestern states 


phasized. Selling through inspection 
might be presented in a little differ- 
ent way, as primarily an expert me- 
chanical service. At least it offers a 
chance for that slightly different 
twist so often sought in dealer pro- 
motion efforts. 


New Second Line Tire 


A new second line tire in low 
pressure sizes, called the Extra Serv- 
ice, has been brought out by the As- 
sociated Lines Division of Goodrich. 
It will be made with special tread 
designs and branding for each of the 
four associated lines, Hood, Miller, 
Diamond and Brunswick. 
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Battery Manufacturer Cuts 
Prices by 7.5% June 1 


DETROIT—Price reductions aver- 
aging 7.5% on all Delco brand stor- 
age batteries have been announced 
by United Motor Service Division of 
General Motors, effective June 1. 
Rumors of impending price cuts in 
storage batteries have been circulat- 
ing recently in oil company TBA 
departments because of recent de- 
clines in the lead market. It is ex- 
pected that price reductions by other 
battery manufacturers will follow in 
the wake of Delco’s cut. 


TV Promotion Continues 


The Auto-Lite “Suspense” televi- 
sion program will be kept on the air 
all summer, according to D. B. Seem, 
advertising manager. The program 
has received a number of awards for 
excellence, and features both docu- 
mentary and fictional programs. It 
originates live from New York, and 
is telecast at 9:30 p.m. Eastern day- 
light time. The company’s. radio 
“Suspense” program originating in 
Hollywood, will go off the air from 
June 16 through Sept. 8. 


New Filter Lines 


Purolator is entering the commer- 
cial and domestic oil burner fields 
with a line of filters for fuel oil and 
for boiler water, and will also short- 
ly come out with a filter for railroad 
Diesel engines. 

At the same time the company 
announces the formation of a sub- 
sidiary, Transistor Products, Inc., 
which will manufacture an electronic 
unit known as a transistor, described 
as a pea-sized substitute for vacuum 
tubes. 
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FOR FUEL OIL DISTRIBUTORS! 


Bowser Ticket-printing Meters deliver invoices for 
EVERY DROP of fuel oil. This builds CUSTOMER 
CONFIDENCE that BUILDS good will ... that keeps 
customers satisfied . . . that brings in new customers 
« « « that boosts gallonage! 


XACTO ACCURACY 
GUARDS YOUR 
PROFITS... 


Bowser Xacto Meters on 
your trucks and Bowser 
Rotorol bulk plant meters 
eliminate losses from inac- 
curacy ... assure payment 
for EVERY DROP you de- 
liver ... and protect your 
inventory. 





— Mi ecm 


BOWSER FU FILTERS 
DUR PLANT OR C OUR 
D BUSINESS, TOO! 


R, INC., AVE., FORT NE 2, IND 
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UNHAPPY IS THE CUSTOMER who has to drive in back of 
this kind of smear. This is one of the stills from the Calwis 
slide film on windshield cleaning 








HOW TO WIN FRIENDS with top notch windshield cleaning 
service is demonstrated in the Calwis slide film, available to 
oil marketers for dealer meetings 


Film Outlines ‘Science’ of Cleaning Motorist's Windshield 


One of the free services permanently grafted on to service sta- 
tion service is windshield cleaning. Because windshield cleaning is 
a business-getter if done right—but a source of much public crit- 
icism if poorly done, this aid to dealer training in better windshield 
service, produced by a manufacturer of cleaning materials, is here 


briefly described. 


By NPN Staff Writer 


A sound slide film which demon- 
strates and explains the right way 
to clean windshields has been made 
available to the oil industry by the 
Calwis Co., of Green Bay, Wis., man- 
ufacturer of paper windshield towels, 
glass cleaner sprays, and other simi- 
lar specialties. 

The film is called “Tooling Up For 
Windshield Service” and at the out- 
set emphasizes two things: 

1. With so many cars on the road, 





and so many fast drivers, many mo- 
torists get into trouble because they 
simply cannot see where they are 
going. 


2. Some people harbor the notion 
that liquid glass cleaners contain oil 
and cause a film when used on the 
windshield. This belief gains currency 
because some station operators use 
ineffective glass cleaners. 

The characters in the film proceed 
to clean a few windshields the right 
way and wrong way. Successive be- 
fore and after views, some with wa- 
ter sliding across the glass, portray 
the results. 


The cause of windshield film is at- 
tributed primarily to the chemical 
product of glass ‘oxidation in the 
weather, combined with oil and scum 
thrown up from the road, bug fluids, 
etc. The use of water, or glass clean- 
ers but little better than water, leave 
the weather film right where it is, 
according to the chemist who tells 
the story. 


A part of the demonstration men- 
tions the importance of cleaning the 
windshield wiper blades, and the su- 
perior results obtained from wind- 
shield washer devices working on a 


windshield from which weather film 
has been removed. 


Sales Message—The dialog sum- 
ming up the arguments runs like this: 

“Good glass cleaners and windshield 
towels never cauce streaks and 
smears. If a windshield isn’t abso- 
lutely clean, you didn’t put the film 
on—you just didn’t do a thorough 
job of getting it off.” 

Some quotes from the final clincher 
arguments: “Don’t underestimate the 
value of real windshield service. Many 
a station has won customers in a 
hurry by cleaning glacs right... 

“You have a big edge over your 
competitor, if people drive out of your 
station thinking—‘There’s a man who 
knows his business!’” 

Calwis offers the film without 
charge to its oil company customers 
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for showing to dealer meetings. It is 
also available to any oil company or 
oil jobber. A Calwis associate on the 
Pacific Coast, Wilco Co., 4425 Ban- 
dini Blvd., Los Angeles 23, Calif., is 
also offering the film to its custo- 
mers. 


Atlas Purchasers Free to Shop 


The decentralization of buying of 
TBA merchandise sold under the 
Atlas brand, which has been under 
consideration for some months, is 
now under way. The Atlas Supply 
Co. of Newark, N. J., which owns 
the Atlas brand, is licensing the 
Standard Oil companies, as well as 
Humble and Imperial, through which 
Atlas products have been marketed, 
to make direct purchasing arrange- 
ments with sources of supply of their 
own choosing. 


Plan Oil-TBA Meeting 


A committee of TBA men to or- 
ganize the annual meeting of the Oil 
Industry TBA Group, has been ap- 
pointed. It consists of: 


S. J. Heideman, Atlantic Refining 
Co., Philadelphia, chairman; Herm 
Albers, General Petroleum Co., Los 
Angeles; E. G. Hirleman, Cities Serv- 
ice Oil Co., New York; and Lee F. 
Raymond, The Texas Co., Chicago. 


The meeting will be held in St. 
Louis, Nov. 17-18, at the Chase and 
Park Plaza Hotels. 


Heads Automotive Division 


Franklin 
Transformer Co., 
Minneapolis, has 
made Kenneth 
Dawkins general 
manager of a 
newly-organized 
automotive divi- 
sion. He came to 
the company 
from United 
Auto Parts of 
Canada, Mont- 
real, and was at 
one time in the 
battery business with Gould-Nation- 
al. One phase of Mr. Dawkins’ ef- 
forts will be to develop simpler bat- 
tery testing methods. 

Howard Dahleen, manager of 
Franklin’s automotive sales, will con- 
tinue in his present position. 


Mr. Dawkins 


Radio Tire Advertising 


Armstrong Rubber Co., West Ha- 
ven, Conn., started June 2 sponsor- 
ing a national radio program of 
news broadcasts over 100 stations 
spreading from coast to coast. The 
commercials feature the company’s 
“unconditional guarantee” on the 
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Armstrong Rhino-Flex tires for 18 
months. 

The news program will be used 
later to promote a new contest, of a 
nature not yet revealed, except that 
it is said to be aimed at building 
traffic in dealer establishments. Also 
to be plugged over the news program 
is Armstrong’s new premium tire, 
scheduled to be announced late in 
the summer. 


Station Survey Films Ready 


The Coca Cola Co. advises that oil 
marketers who are interested in hav- 


ing a showing of the film on Buy- 
ing Patterns of 15,597 Service Sta- 
tion Customers, can make arrange- 
ments through local Coca Cola bot- 
tlers. Showings have already been 
scheduled at the home offices of 
several of the major oil companies. 


The study of service station traf- 
fic was presented to the Midwest 
TBA Conference by J. L. Bean and 
Thomas C. Law, of the Coca Cola 
Co., and was also presented to the 
API Division of Marketing in Bos- 
ton. Principal features of the survey 
are covered in NPN issue of May 
21, p. 100. 
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Out in the Cold? 


Oil Marketers Need Facts on New Highways 


By HOLGER RIDDER 
NPN Transportation Editor 


Multi-lane highways—expressways, 
freeways, parkways and toll roads- 
aren't new. They’ve been with us in 
slowly increasing numbers for the 
last decade or more. 


Now, however, all signs point to a 
tremendous expansion of this type of 
highway in an effort to solve dan- 
gerous traffic congestion problems, 
especially in heavily populated areas. 
The pattern is taking shape, and the 
next several years—barring some 
unforeseen developments—will see a 
highway construction program such 
as has not been equalled since the 
20’s when the motorist was lifted 
out of the mud. 


Over-all, more and better highways 





Oil marketers have a big stake in highway construction in the 


years ahead. 


Where and how new roads are built will have an 


important bearing on operations of big and small oil companies. 
This second in a series of articles discusses what marketers should 
know about highways to prepare themselves for the future. The 
first article appeared in NPN May 28, p. 9. 





will mean more oil and gasoline con- 
sumed. But the individual marketer 
will do well to sit back and take stock 
of what these new highways will do to 
his buciness. He should look for the 
answer to the question, “How does 
my operation fit into the over-all 
picture?” 

As matters stand right now, he may 
find that instead of bringing more 
business his way, new highways may 
be taking it away and giving it to a 


competitor. Present trends in high- 
way planning indicate that this is al- 
most cure to happen unless the in- 
dividual marketer joins forces with 
fellow marketers to correct some of 
the thinking which now prevails. 

Here’s why: 

Highway engineers are depending 
more and more upon controlled, or 
limited access highways as the so- 
lution to congested highways and 
streets. Where such highways already 
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exist or are planned, the state not 
only extends control over traffic onto 
and away from these roads, ‘t also 
establishes controls over adjacent 
property for a considerable depth all 
along the highway. Such controls 
automatically include regulation over 
businesses conducted along the high- 
way. 

The degree of control which states 
may place over highways may be 
debatable, but over-all, the logic of 


at 


TWO TYPES—Photo above shows service station layout along Merritt Parkway, calling for two separate outlets. Photo below 


highway planners who maintain that 
some controls must be exercised to 
insure capacity traffic flow at all 
times hardly seems questionable. For 
the marketer then, his immediate con- 
cern is the degree of control and 
its possible effect on his business. 
Currently, the situation confronts 
the oil marketer with problems such 
as these: 
Package Deals 
ulate 


States may st'p- 
and many have already done 


Soe) nt ps inet i ear 





so—that on a rpecified highway or 
section of highway, all cervice stations 
will be built and/or operated by one 
company. There will be stiff com- 
petition for the station concession 
rights, but it will be confined to 
major companies. 

Such installations usually are costly 
individually. Considered as individual] 
units, it’s possible that some Independ- 
ent marketers could swing the in- 
vestment required. However, when 











shows service station along Henry Hudson Parkway designed to serve both north and south lanes simultaneously. From a cost stand- 

point, outlet below may be about as expensive as the two above, due to the two-level type of construction used. However, in 

cases where one unit could be built to serve two opposing lanes of traffic on one level, the cost would be considerably less than 
where two separate outlets are required—and that’s the case along most toll roads 
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considered as a package deal involv- 
ing several stations, the total cost 
goes far beyond the capital invest- 
ment which can be made by an In- 
dependent. 

The result: 

Except for the successful bidder, 


all other marketers are ruled out of 
business along that highway. Com- 
petition has been killed. Traffic di- 
verted to the new highway from the 
old results in taking business away 
from several marketers and handing 
it. to one. Even among majors which 


have a chance to get such concessions, 
there are vigorous objections to this 
trend to eliminate competition. 
Limited Competition—Even where 
package deals are not involved, con- 
trolled or limited access highways 
usually entail regulations which ef- 





What Does Freeway Station Need?—Test Outlet Seeks Answers 


When Union Oil Co. of California 
opened its first “freeway station” last 
fall, it began a study of the outlet as 
a possible model for future freeway 
service stations. 

The eight-pump installation is lo- 
cated on the south side of fast-traf- 
fic Highway 40, near Fairfield, Calif., 
the main thoroughfare between the 
San Francisco Bay area and Sacra- 
mento, the state capital. 

Accessibility and visibility are the 
big problems in planning freeway sta- 
tions. In the first place, they must 
be set back from the highways, usu- 
ally a substantial distance. Next, in- 
gress and egress are complicated by 
state highway department restric- 
tions, which may vary from one 
stretch of highway to another. 

Here are the features of this sta- 
tion which has been in operation since 
September: 

Medium Multi-Pump—The physical 
layout consists of four, two-pump 
islands, in two rows. They are par- 
allel to the service road (see picture) 
which provides access to the station 
from the freeway. Built without cano- 
pies, it is a medium-size multi-pump. 
The building was placed close to 
pump islands. 

Ingress—The station is reached by 
a 30-foot wide access road from the 





* 


highway. It leads into the service 
road fronting the station, parallel to 
the freeway. 

Egress—Motorists get back to the 
freeway by proceeding along the 750- 
ft. service road to a lead-off exit. It 
carries traffic directly into the free- 
way. 

Visibility —_ The company’s trade- 
mark is displayed on a zeonized sign 
mounted on a pole next to the ac- 
cess road, and between the service 
road and freeway. Union Oil said 
the sign’s visibility is about 2,500 
feet—nearly a half-mile. 

Dimensions — The site has 140’ 
frontage and is 100’ deep. 

Business—Most of the business is 
gasoline, but the station is equipped 
to give complete service quickly. The 
station has been pumping 35,000 gals. 
of gasoline per month, with the av- 
erage holding fairly close to 1,100 
gals. daily. Allied business has been 
about $30 per 1,000 gals.—against a 
company formula of $50 per 1,000 
gals. as a desirable ratio. Since this 
was envisaged as primarily a gasoline 
outlet, the present ratio is viewed as 
being pretty much in line. 

Staff— A company-operated sta- 
tion, it is staffed by seven men, al- 
lowing about 5,000 gals. per man. 
It is open 24 hours a day. 


FREEWAY STATION of Union Oil of California near Fairfield, Calif., features ready access from fast-traffic highway. 


Emphasis is on speed, according to 
T. W. Proudfoot, assistant manager 
of sales services, central territory 
marketing division, San Francisco. 
“A station like this must have the 
ability to serve and dispatch quickly. 
So, it’s essential to have enough 
pumps and enough manpower,” said 
Mr. Proudfoot. 

Two pumps are not considered ade- 
quate for a high-speed freeway op- 


eration. But with four, two-pump 
islands, the station can accommo- 
date eight cars. 

Considerable research went into 


this project because of the tricky 
complexities of egress and ingress on 
California freeways. It was necessary 
to check and double-check to ascer- 
tain that the company could count 
on the lead-in and lead-off roads 
permanently. 

Cases have been reported where 
companies have built stations without 
guaranteed entry and exit facilities. 
They figured on using apparent ac- 
cess roads. But later the ingress, 
egress, or both, have been blocked 
off by freeway fences erected by the 
state, causing aspirin-type headaches. 

When land is deeded to the state 
for freeway or expressway projects, 
some of it must be deeded for egress 
and ingress, or there is no assurance 
that accessibility can be retained. 


<b 


¢ 


Service 


road, allowing motorists to reach roadside facilities is shown here between outer pumps and highway signs. There is also an ac- 
cess road (hardly visible in background) which permits cars to leave freeway to enter service road and station 
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fectively limit the number of stations 
along the road. This means there 
will be fewer opportunities for each 
marketer to operate stations along 
the highway. Each marketer’s chances 
of recouping gallonage losses sustain- 
ed at outlets on an old highway will 
be reduced. 


Uniformity—There is evident a 
trend toward uniformity of stations 
along controlled or limited access 
highways, ecpecially turnpikes. Spec. 
ifications for stations are set up by 
the state or authorized state agency. 
Identity of product brands by station 
appearance is eliminated. 

In addition many states regulate 
the type and scope of product adver- 
tising along the road and at the 
station itself. Whether a station is 
adequately and efficiently designed 
lies almost entirely in the hands of 
the state. The marketer, if he wants 
to operate along these restricted high- 
Ways, can take it or leave it. 


Other Dangers—In some states 
legislation already exists which, if 
applied generally, could apply these 
stringent service station regulations 
to any highway in the state, whether 
of controlled-limited access type or 
not. This is possible because in many 
states legislation provides that any 
highway may be declared a controlled 
or limited access highway. 


There are indications that exten- 
sions of these controls to all highways 
is being given. more than cursory 
consideration in some areas. 


Though evidence may be lacking to 
support it at the moment, it’s not too 
fantastic to imagine that if the toll 
road idea of package deals on service 
stations proves attractive to some 
bureaucratic-minded state politicians, 
then the next step would be to amend 
prevailing legislation to go beyond 
the policing of the type and number 
of stations along a road or section of 
road, and stipulate that all stations 
must be uniform and be operated by 
one company. 

In at least one instance, Mass- 
achusetts, the state now has what 


LIMITED 
DISTRIBUTORSHIPS 
AVAILABLE 
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Toll Road Controversy 


Arguments for and against 
toll roads and their place in the 
modern economy are many and 
varied. Depending upon the in- 
dividual viewpoint and interest 
in the subject, a strofig case 
may be built either way. 

However, in the course of 
preparing the first two articles 
in this highway series, one view- 
point popped up often enough 
to warrant publication. It is 
this: 

Toll roads should be consid- 
ered as a premium type facil- 
ity commanding an extra fare 
(or tax, if you will). This gives 
the motorist the same option to 
select a premium item as he has 
when he is given the choice of 
buying either regular grade or 
premium grade gasoline. 

Left still unanswered, how- 
ever, is the question of per- 
mitting or requiring that one 
company operate all stations 
along a toll road or section 
thereof. If this objection can 
be overcome, then perhaps more 
serious consideration can be 
given to the question of whether 
there is a place in our economy 
for “premium” highways for 
those who are willing to pay 
extra for speed and comfort. 











amounts to such power. Here, the 
act enabling the highway department 
to build controlled access highways 
places sole authority over all buisness 
on those highways in the hands of the 
public works commissioner. The law 
gives this official the added authority 
to declare any existing highway in the 
state a controlled access highway. 

State Control Laws—aA study of 
various state laws governing con- 
trolled or limited access highways 
shows that for the most part they 
are patterned along almost identical 
lines. Broadly speaking, such states or 
their authorized agencies are given 
the right to construct controlled or 
limited access highways or to declare 
any state highway within such a 
classification. In addition, in some 
states the control over roadside busi- 
nesses is spelled out in broad and 
all-inclusive terms. 

For the most part, states seem to 
favor this type of wording in their 
definition of controlled or limited 
access highways: 


“For the purpose of this act, a 
limited access facility is defined 
as a highway or street especi- 
ally designed for through traffic, 
and over, from or to which own- 
ers or occupants of abutting 





land or other persons have no 
right or easement or only a 
. limited right or easement of 
access, light, air or view by 
reason of the fact that their 
property abuts upon such limited 
access facility or for any other 
reason.” 

In addition, some states go a step 
further and define in greater detail 
specific controls which affect road- 
side establishments. For example: 

California, Colorado and a few other 
states declare that the state or one 
of its agencies is authorized to de- 
signate any portion of a state high- 
way to be a freeway or controlled or 
limited access road. 

In other instances, such as New 
Jersey, the state exerts a governing 
influence over conduct of roadside 
business establishments. The Jersey 
law, for example, reads in part: 


“The state highway commis- 
sioner, in order to permit the 
establishment of adequate fuel 
or other service facilities by 
private owners or their lessees, 
for the users of a freeway or 
parkway, shall provide for access 
roads within the state’s right- 
of-way of any freeway or park- 
way established or designated as 
provided in this act, at points 
which, in his opinion, will best 
serve the public interest. 

“The location of such fuel and 
other service facilities may be 
indicated to users of the freeway 
or parkway by appropriate signs, 
the size, style and specifications 
of which, shall be determined 
by the state highway commis- 
sioner.” 


Roadside Business Ourbs—The ten- 
dency toward more and more state 
regulation over roadside businesses is 
readily evident. American Automo- 
bile Assn., for example, in its 1949 
report on protection of highway road- 
sides (Roadside Protection) recom- 
mends more rigid control of roadside 
business locations and advertising 
along highways. 

Public Service Administration, a 





Coffield Supply Co. 


1626 South Main Street 
South Bend 24, Indiana 


Distributors of 
WILCO TANKS 


See ad pages 30-31 





















FROM FILE TO FIELD 


NATIONAL PETROLEUM NEWS 


eee IN ONE STEP 


IMMEDIATE ERECTION OF 
STANDARD A, B, and C * PLATFORMING UNITS 


NO DELAYS ...NO WAITING FOR DESIGN DRAWINGS 


This is big news for the refiner who needs Platforming 
...and in a hurry! 


Procon can erect Platforming units of * 600, 1000, and 1500 barrel 
per day design capacities from drawings already on file. This 
means no time out for detail design—no extended interval 
between contract and construction. 


Actual capacities of these Standard units will vary according to 
refiner’s feed stocks and method of operation, but the range of 
sizes permits the refiner to choose the capacity best suited 

to his individual requirement. 


This file-to-field service is the answer to fast, economical 
construction and enables the refiner to take the shortest route to 


} profitable on-stream production with the widely accepted 


Platforming process. 


<i> 


JUNE 4, 1952 


PROCESS CONSTRUCTION 
75 EAST JACKSON BLYD., CHICAGO 4, ILLINOIS 





HIGHWAY 


PLANNING AND THE OIL MARKETER 





POTENTIAL DANGER—Shown is a truck station on a service road leading to a high- 
speed freeway at Fresno, Calif. In this area, business structures are limited to frontage 
roads leading off freeways. One danger in this type of set-up is that such an outlet can 
be completely by-passed if adequate provisions are not made. In this particular instance, 
however, the Richfield Oil Station is safe because the cross road is a county road which 
will have permanent right of way. Being at that intersection, Richfield is protected 


consultation firm dealing exclusively 
with government agencies at all 
levels, recommends in its 1948 re- 
port: 

“Undesirable and hazardous mar- 
ginal developments will be reduced 
to a great degree by the adoption of 
enabling legislation to: 

“1—-Acquire land on the margins of 
the highway; 

“2—Control access 
where necessary; 

“3—Control roadside development 
where access is not controlled.” 

Toll Roads—The fact that current- 
ly more than 20 states have some 
type of toll road legislation in effect 
or contemplate such action indicates 
clearly that the thinking among state 
highway officials is more and more 
toward greater controls over roadside 
establishments. With toll roads, of 
course, the pattern of control is more 


to this land 


extreme than for other highways. It 
is through toll roads that the “pack- 
age deal” service station set-ups re- 
ceive their greatest promotion. 


Marketer’s Problem—-Summed up, 
the oil marketer (major or Independ- 
ent) faces this choice: 


1—If controlled or limited access 
highways are the only answer to the 
current traffic situation, then the 
marketer must do what he can to see 
that the controls over these highways 
are not so broad as to eliminate com- 
petition (and many service station 
outlets of Independents, especially) 
and dictate how a company shall or 
shall not conduct its business. Or, 


2—If controlled or limited access 
highways are the only answer to the 
traffic situation, and if there is no 
way to avoid these all-inclusive reg- 


-joined with other marketers, 


ulations over roadside businesses, and 
if it becomes evident that the mar- 
keter will not have a chmnce to com- 
pete along these highways, then he 
must carefully analyze the situation 
and decide how his business must be 
revamped in order to compensate for 
his loss in gasoline and oil business. 

Most major oil companies are fully 
cognizant of the pending highway 
planning and its probable effect on 
their retail operations. However, as 
has been learned in recent years by 
some Independent marketers in Penn- 
sylvania and New Jersey, the stake 
of the Independent in this entire pic- 
ture is proportionately much greater 
and more personal than for the major 
company. 

For an Independent, in some in- 
Stances, the construction of a toll 
road or expressway, or the relocation 
of a highway with greater controls 
over ingress and egress, can mean 
practically the elimination of the few 
service stations he may now operate 
or supply. The blow could even put 
him out of business. In other cases 
it might not put him out of business, 
but it could put a serious crimp in 
the over-all volume handled. 


What to Do—To be prepared for 
what may come, and to accomplish 
the greatest good individually and in- 
dustry-wide, every marketer—with- 
out exception—should begin now to 
take an active interest in the highway 
planning in his area. That active 
participation can be at the city, 
county or state level, or all three. 
Participation can be through local 
APIC groups, OIIC or some strictly 
local group interested in highway de- 
velopment. The main point is to be- 
come associated with some organized 
group so that the marketer will 
achieve two objectives: 

1—Express his own viewpoints and, 
add 
strength to the oil industry’s voice 
regarding future controls over future 
highways. 

2—Be in a position to know what 
goes on as it’s happening and thus be 
prepared to act in whatever manner 
is necessary to protect his own busi- 
ness. 


TELEPHONE HAYMARKET 1-0404 


A. J. CALLAGHAN 
VICE PRESIDENT 


MAGIE BROS. accion 


ESTABLISHED 1668 


YES SIR 

We do sell 

LUBRICATION! 
Mian bt 








te 





WHOLESALE DIVISION, 1640 CARROLL AVE. 


> Chicago, (2) fil, 0.5.8. 


NEVER UNDERESTIMATE THE IMPORTANCE OF LUBRICATION-—mi 
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Paul C. Shea will take over as as- 
sistant director of Supply and Trans- 
portation for PAD July 1. Mr. Shea 
is manager of Esso Standard’s tank- 
age and tonnage division, supply de- 
partment. 


* * a7 


Executive changes involving six 
men in Sunray Oil Corp.’s organiza- 
tion have been made. . 

F. B. Parriott, retiring as board 
chairman, becomes chairman of the 
executive committee. 

C. H. Wright goes from president 
to board chairman and chief execu- 
tive officer. 

W. C. Whaley, former vice presi- 
dent, becomes president. 

F. L. Martin resigned as Sunray di- 
rector and vice president to become 
president of Suntide Refining Co., 
a new company organized by Sunray 
Oil and outside banking interests to 
construct and operate a new catalytic 
refinery at Corpus Christi. 

L. W. Bennett, treasurer, was 
elected to the board to fill the vacany 
caused by Mr. Martin’s resignation. 

W. L. Horner, former manager, 
reservoir engineering department, 
was made a vice president. 

H. W. Manley, vice president, will 
be in charge of the company’s new 
manufacturing, pipe line and sales 
department which combines the ac- 
tivities of the formerly separate re- 
fining and gasoline departments. 

* * * 


John C. Dean, is now staff advisor 
for Socony-Vacuum’s foreign trade 
department and will be responsible 
for lubricating and allied products. 
Mr. Dean is former manager of the 
lubricating department’s industrial 
division. 

Gilbert C. Kellersman, former man- 
ager of the industrial district of the 
Lubrite division, succeeds Mr. Dean. 
Taking Mr. Kellersman’s place is 
Robert D. Cross, former manager of 
Socony’s southeastern industrial dis- 
trict. 

Assisting Mr. Dean in the foreign 
trade department is H. Fiske Tarbox, 
who will be responsible for overseas 
marketing. 

W. S. Delafield is in charge of that 
department’s co-ordination of supply 
requirements of foreign marketers. 

+. . * 


Art Sweet, of Humble Oil, Mid- 
west Oil Industry TBA chairman, 
and like all TBA men, ever the show- 
man, opened the Memphis conven- 
tion on a good-humored note. He led 
off with greetings from the “Empire 
of Texas” to the old Mid-South of 
Tennessee, and momentarily donned a 
near-replica of a coonskin cap. 


JUNE 4, 1952 


TWO RETIRED OIL MEN, Richard L. Fossett and R. H. Farrell, talk over industry 

problems at the recent API marketing meeting in Boston. Left to right, are Mr. Fossett, 

retired office manager, Boston division, Socony-Vacuum, now of Winchester, Mass.; 

Charles L. French, Socony-Vacuum district manager, Boston; Mr. Farrell, retired di- 

vision retail marketing assistant for Socony, now living in Newton Highlands, Mass.; 
and John F. Cummins, Cumberland Oil Co., Nashville, Tenn. 


THE JOBBER-SUPPLIER SUBCOMMITTEE was probably under discussion here as 


. these members of the API Marketing Division get together at the recent Boston meet- 


ing. Left to right, L. E. Ulrope, vice president, Esso Standard; R. M. Bartlett, vice 
president, Gulf; B. L. Majewski, president, Great American Oil; and J. G. Jordan, vice 
president, Shell 


Another Humble Oi] man, Jack 
Valenti, gave point to reasons why 
Humble feels it must make its own 
films in order to give them the right 
flavor, by pointing out that the films 
must go over with dealers in such 
Texas towns as Point Blank, Mule- 
shoe, Rising Star, Blessing, Dime Box 
and Happy. 

Charles F. Conley, assistant pur- 
chasing agent at Standard of Ohio, 
attended his first TBA convention at 
Memphis for the stated purpose of 
familiarizing himself as much as 
possible with the TBA end of the 
business, 

It was learned that Charles Scan- 
lon, former TBA manager at Phillips 
Petroleum Co., is now general mana- 
ger of the Independent Oi] Terminals 


Co., Panama City, Fla. L. B. Slo- 
neker, formerly head of tire sales at 
Phillips now fills the post of TBA 
manager. 

Bob Husel, of Socony-Vacuum's De- 
troit division office, injected an un- 
usual story to illustrate a point of 
dealers and their battery inventory 
problems. He told of a dealer who 
laid in a big stock of competitive 
batteries, offered to him by a local 
battery distributor at a most at- 
tractive price. A curious Socony- 
Vacuum salesman took the trouble to 
note the code letters and numbers 
on the batteries which revealed that 
age was the reason for the cut price. 
The dealer wisely decided to make 
price concessions in turn to unload 
quickly. 
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our hat’s off to you 


MR. CITIES SERVICE DEALER 


<a 


=> 


Yes, Cities Service takes off its hat to its deal- 
ers .. . for Cities Service Dealers have done a 
magnificent job of making friends and cus- 
tomers, and of keeping the Cities Service 
name in the high place it deserves. 

But more than just acknowledging a job 
well done, Cities Service backs up its dealers 
with: 


NEWSPAPER AND MAGAZINE ADVERTISING on a 
national and local scale . . . plus a tremendous sched- 


ule of trade and farm publications. 





STATION POSTERS AND BILLBOARDS selling 
motoring America on the road and at the station. 





RADIO AND TELEVISION with the famous Band of 


America program on a national radio network, and 





local television and radio shows in selected areas. 


POINT-OF-SALE AND PROMOTION MATERIAL 
that sells the customer every product the Cities Serv- 
ice Dealer handles. 





HIGHEST QUALITY PRODUCTS that get and keep 
customers and guarantee Cities Service Dealers a 


healthy, highly-profitable business. 





And behind all this great selling help is 
friendly cooperation . . . always the rule when 
you're teamed with Cities Service. 


CITIES & SERVICE 


QUALITY PETROLEUM PRODUCTS 
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COMING MEETINGS 


JUNE 

National Fire Protection Assn,, annual meet- 
ing, Hotel Statler, New York, June 9-13. 

American Petroleum Institute, Division of Pro- 
duction, midyear standardization conference, 
a Palace Hotel, Denver, Colo., June 

Northwest Petroleum Assn., annual summer 
business conference, Duluth Hotel, Duluth, 
Minn,, June 16-17. 

Society for Testing Materials, annual 

meeting, New York, June 22-27. 

Wisconsin Petroleum Assn., annual golf tourna- 
ment and stag party, Del View Hotel, Lake 
Delton, Wis., June 24. 


JULY 

South Carolina Ol] Jobbers Assn., Ocean Forest 
Hotel, Myrtle Beach, S. C., July 22-23. 

Georgia Independent Oilmen’s Assn., mid-year 
convention and annual golf tournament, The 
General Oglethorpe Hotel, Savannah, Ga., 
July 25-26. 

National Oi] Jobbers Council, Park Place Ho- 
tel, Traverse City, Mich., July 31-Aug. 2. 


AUGUST 

Society of Automotive Engineers, nationa] West 
Coast meeting, Fairmont Hotel, San Fran- 
cisco, Aug. 11-13. 

The Petroleum Marketers Assn, of Texas, an- 
nual convention, Baker Hotel, Mineral Wells, 
Texas, Aug. 17-19. 

National Congress of Petroleum Retailers, sixth 
annual session, Carter Hotel, Cleveland, O., 
Aug. 19-22 

Kentucky Petroleum Marketers Assn., fall out- 
ing and annual golf tournament, Kenlake 
Hotel, Kentucky Lake, Ky., Aug. 20-21. 


SEPTEMBER 

Michigan Petroleum Assn., annua! fall conven- 
tion, Grand Hotel, Mackinac Island, Mich., 
Sept. 5-6. 

American Society of Lubrication Engineers, 
Symposium on Fundamentals of Friction and 
Lubrication in Engineering, Hotel Sherman, 
Chicago, Sept. 8-11. 

Oll Industry Information Committee, The Tray- 
more, Atlantic City, Sept. 9-11. 

Society of Aut tive EB s, tractor meet- 
ng, Schroeder Hotel, Milwaukee, Wis., sept. 
9-11 

American Petroleum Institute, Division of Mar- 
keting, Lubrication Committee, The Tray- 
more, Atlantic City, Sept. 10. 

National Petroleum Assn., 50th annua! meeting, 
Traym»re Hotel, Atlantic City, Sept. 10-12. 

Desk and Derrick Club, national convention, 
Shamrock Hotel, Houston, Sept. 12-13. 

Western Petroleum Refiners Assn., regional 
meeting, Rocky Mountain Area, Henning 
Hotel, Casper, Wyo., Sept. 25-26. 

I d ou © ders Asen., 5th annual 
" meeting, Edgewater Beach Hotel, Chicago, 
Ill., Sept. 25-26. 








OCTOBER 

National Assn, of Oil Equipment Jobbers, sec- 
ond annual meeting, The Neil House, Colum- 
bus, Ohio, Oct. 6-8. 

California Natural Gasoline Some Ambassador 
Hotel, Los age Oct, 9-1 

Oll Progress Week, Oct. i218. 

Western Petroleum Refiners Assn., 
meeting, Tulsa, Okla., Oct, 16-17. 

Independent Petroleum Assn. of America, an- 
nual meeting, Mayo Hotel, Tulsa, Oct. 20-21. 

Seuth Da'ota Independent O11 Men’s Assn., 
Alex Johnson Hotel, Rapid City, 8. D., 
Oct. 20-21. 

National Safety Council, 40th National Safety 
Congress and Exposition, Conrad Hilton Ho- 
tel, Chicago, Oct. 20-24. 

Seciety of Automotive Engineers, national 
transportation meeting, Hotel William Penn, 
Pittsburgh, Oct, 22-24. 

Assn, of American Battery Mfrs., Palmer 
House, Chicago, Oct. 23-25. 


regional 


NOVEMBER 

Society of Automotive Engineers, Diesel engine 
meeting, Chase Hotel, St. Louis, Nov. 3-4. 

Society of Automotive Engineers, national fuels 
and lubricants meeting, Mayo Hotel, Tulsa, 
Nov. 6-7. 

National Oll Jobbers Council, annual meeting, 
Congress Hotel, Chicago, Nov. 8-10 

Ol Industry Information Committee, Conrad 
Hilton Hotel, Chicago, Nov. 8-13 

American Petroleum Institute, annua! meeting. 
Conrad Hilton Hotel and Palmer House, 
Chicago, Nov. 10-13 

Ou Industry TBA Group, 
Louis. Nov. 17-18 


Chase Hotel, St. 


JUNE 4, 1952 


NEW DIRECTOR 
of sales training 
and sales promo- 
tion for American 
Oil Co., is George 
M. Glazier, left, 
shown conferring 
with the new gen- 
eral manager of 
Lord _ Ba!timore 
Filling Stations, 
Inc., F. O. Sallee. 
Both men will have 
offices in Balti- 
more 


George M. Glazier, former general 
manager of Lord Baltimore Filling 
Stations, Inc., now heads the newly 
created post of director of sales train- 
ing and sales promotion for Ameri- 
can Oil. 

Mr. Glazier has been with Ameri- 
can since 1930 and has served as as- 
sistant manager, advertising depart- 
ment; sales promotion manager; and 
manager of merchandising depart- 
ment. 

He will maintain his offices in 
Baltimore. 

F. O. Sallee, divisional sales mana- 
ger at Jacksonville, Fla., for the past 
two years, succeeds Mr. Glazier as 
general manager of Lord Baltimore 
Filling Stations. Mr. Sallee has been 
with the company for 19 years and 
was at one time southern division 
sales manager and division manager 
in Charlotte, N. C., and Atlanta, Ga. 


+ a * 


Petroleum Sunday was observed 
May 4 by 1,200 employes of Atlantic 
Refining Co., Philadelphia, who chose 
this date to celebrate their first an- 
nual communion-breakfast. 

Joining with Atlantic employes 
were representatives of Gulf Oil, Sin- 
clair, Socony-Vacuum, Tidewater As- 
sociated and Phillips Petroleum. Fol- 
lowing the mass, a breakfact was 
held in the Benjamin Franklin Ho- 
tel. 

Miss Marie R. Burke of Atlantic 
Refining is recording secretary of the 
juild. 
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1952 OFFICERS of Empire State Petroleum Assn. re-elected or elected at annual meeting in New York, May 11-13. Left to right, 

Frank D. Bertch, Webaco Oil Co., Webster, second vice president; Joseph G. Mintzer, Mintzer Petroleum Co., North Troy, fourth 

vice president; Thomas A. Brown, Sentinel Oil Co., Inc., New Rochelle, president; E. C. Drake, Drake & Mills Oil Co., Inc., Syra- 

cuse, treasurer; Kenneth E. Campbell, Campbell Oil Co., Olean, sergeant-at-arms; and George L. Savory, Savory Oil Co., Inc., 

Binghamton, first vice president. Not present when picture was taken were Richmond F. Meyer, Mid-Hudson Oil Co., Inc., Pough- 

keepsie, third vice president; Harry B. Hilts, New York, secretary; and Charles A. Lockard, New York, assistant secretary 
of the association 


Edwin W. Ahern, supervisor of New vice president of Shell Pipe Walter G. Beach, supervisor of pub- 
training for Indiana Standard, Chi- Line Co. is Donald H. Lewis. lications for Humble Oil and Refin- 
cago, has been elected president of Mr. Lewis joined Shell Pipe Line ing Co., Houston, was recently elected 
the Illinois Training Directors’ Assn. in 1927, was made chief engineer president of the International Con- 
for 1952-53. in 1939 and a director in 1942. gress of Industrial Editors. 





DISCUSSION PANEL on the “Development of the Oil Industry,” at the first symposium of Rensselaer Polytechnic Institute’s In- 

dustrial Council, Troy, N. Y., May 16-18, includes, left to right, standing; Herbert Spencer, secretary, Asphalt Institute; David A. 

Shepard, director, Jersey Standard; Sidney A. Swensrud, president, Gulf Oil, and moderator of the panel. Seated, are left to right, 

Earl Newsom, Earl Newsom and Co., (public relations); H. B. Fell, Simpson-Fell Oi] Co., Ardmore, Okla.; William F. Briggs, presi- 

dent, Valley Oil Co., Middletown, Conn.; B. E. Hutchinson, vice president, Chrysler Corp., and N. J. Cyphers, vice president, Ham- 
ilton Rubber Co. 
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“You get a quick appreciation of roadability driving a semi- 
trailer all day long—pushing for time—over all types of road 
conditions in all kinds of weather. It’s the reason ESSO in- 


sists on petroleum transportation units tailored to their exact 


FARRELL 


specifications!” 


If you ever drove a big semi-trailer for any period of time, you too, would 
be quick to appreciate what Farrell engineers mean when they say “bal- 
anced loading”. Drivers of Farrell-built semi-trailers will tell you they're 
the easiest to hold on the road. It’s pretty important when a load of gaso- 
line is riding right behind your cab and you're trying to make a schedule 
on a rough or icy road. It’s also a kind of driving “ease” that a burly 
truck-driver appreciates. 


You probably don’t climb up into the cab to make your own deliveries 
but why not insist on Farrell truck-tanks and semi-trailers in your business? 
You get more for your dollar and your drivers will thank you for your 
concern for their safety and well-being. 


WRITE FOR 
BOOKLET F-252. y 


JOLIET, ILLINOIS 



















for hot weather 


UN 
SUMMER 
LUBRICANTS 


A Complete line of Finished Oils-Blending Oils-Greases € Bases 
FOR SALE UNDER YOUR OWN BRAND NAME 


SUN OIL COMPANY ° Philadelphia a, Pa. * In Canada: Sun Oil Company, Lid., Toronto and Montreal 
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